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Advertising is such a complex event that it attracts attention from 
various fields of studies (the commercial sector studying the effect of advertising; the 
academic sector studying the language usage and the communication in the 
advertisements among others). This particular study belongs to the second category. 
Adopting the ethnographic approach, the main focus is on language usage in relation 
to certain sociolinguistic aspects. Firstly, this study is interested in finding out how 
well the readers can understand the advertisements (the message) through the linguistic 
element. What is most interesting is that this study will look at how Chinese (L2 
leamers) understand those English advertisements which are designed for them. Since 
one of the main objectives of the ethnography of communication approach is to look 
for regularities of language patterns in a communicative event. The study will go 
beyond this to the preference of language usage by the readers. It will examine the 
responses of different types of readers to particular kinds of language usage while 
reading the advertisements. The study of the communicative event of advertising does 
not stop here. This study also explores the functions oflanguage in the advertisements 
in order to give a more holistic picture of the linguistic element in advertising. Finally, 
the readers' attitudes towards English advertisements in Chinese magazines are also 
examined. All these areas of focus will be studied with reference to different social 
background factors of the readers, so as to find out if differences between readers are 
likely to be related to differences in any of these foci. 
It has been found that some differences in the readers (gender, 
educational level, linguistic proficiency, different amounts of exposure to English and 
also the experience of studying abroad) are likely to be related to a difference in the 
understanding of the advertisements. These factors are also related to a difference in 
the preference of language usage (in particular, repetition) in the advertisements. The 
functions of language in the advertisements (in relation to the expressed intention of 
buying of the product or not and feeling better or worse about the company) are not 
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found to be related to the different social background variables directly, but with 
reference to some other interactions. As for the readers' attitudes towards wanting 
English advertisements in Chinese magazines, it has also been found to be related to 
the readers' social background. 
All the findings in this study support the ethnography of communication 
approach, namely the different elements that are found in a communicative event will 
interact and result in different interpretations of that event. Finally, the findings here 
can serve as some guidelines for copywriters in terms of their future planning of 
advertisements and also for readers reading advertisements in future. 
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Some people may feel that the field of advertising is not serious reading 
as compared to other genres such as classic novel, fiction, etc. People holding this 
view regard advertisements as something not so important, in a subordinate position. 
Perhaps it is true that comparatively speaking advertisement reading is not as 
important as those genres which have an academic basis, but it does not mean that 
advertisement reading does not have its own value. In fact, advertisement reading has 
its own role in the society. Besides functioning as a tool to promote sales, advertising 
reflects culture and many social phenomena of a particular society. With all these 
different functions, advertising has long attracted researchers from different domains. 
There are many different approaches to the study of advertisements, ranging from 
academic studies to commercial surveys. All these research studies support the idea 
that advertising is a topic which deserves detailed analysis from different directions. 
The close tie between advertising and linguistics enables research to be done on 
advertising from the linguistic perspective, from analysing the language usage in the 
advertisements to the role that language plays in transmitting the message from the 
advertisers to the receivers. 
There are reasons why advertisements should be studied seriously. One 
of the reasons is that the reading of advertisements can be done on an "analytical basis" 
(Adler, 1967) which requires the readers to "think about it (the advertisement) and to 
react to it" (Tanaka, 1994). This is in fact what the advertisers would like the readers 
to do. In other words, we have to read "not only declarations but also implications, 
not only denotations but also connotations" (Kehl, 1989:139). Since we as readers are 
encouraged to give careful and systematic analysis when reading advertisements, then 
we need to study them. This partially explains why it is important to find out whether 
the readers are able to get the intended message from the advertisements because a 
misunderstanding of an advertisement matters as much as a misunderstanding of a 
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poem. Both cases signal a mismatch or even a failure in the communication between 
the sender and the receiver. Therefore, the first area that will be covered in this study 
will be to look at how far the readers can understand the advertisements. If the readers 
do differ in their understanding of the advertisements, this study will try to find out 
factors that are likely to lead to such a difference. 
Another area of interest in this study is to examine the functions of 
language in the written advertisements. For advertisements on t.v. or in magazines, 
since they are made of a number of elements (visual elements including pictures and 
language; aural components in the case of the advertisements on t.v.)，one may 
speculate how important language will be, especially when it is found that 
comparatively speaking, relatively "little" language is used in the advertisements when 
compared to the pictures. Even though the use of language is quite limited, one 
seldom finds advertisements without text, but still, there seems to be a general 
impression that pictures tend to be more important than language in advertisements (no 
matter whether they are in magazines / newspapers, television, etc.). In view of this, it 
will be interesting to examine the actual role that language plays in advertising. 
This thesis next focuses on the perceptions of the readers on the 
linguistic elements in the advertisements. The different forms of language usage (in 
terms of the different techniques of foregrounding used) will be studied in relation to 
the readers' preference. If one takes the ethnography of communication point of view, 
one will believe that there may be some kinds of patterns in the readers' preference of 
the language usage in the advertisements, and this pattern may possibly be explained 
with reference to the differences that are found in the readers' different social 
backgrounds. This study will like to find out if notions like individual preference 
which is believed to be quite subjective and personal can also be related to some social 
differences of the readers. 
The last issue that this study will look at is the readers' attitudes 
towards English advertisements in Chinese magazines. The interest of studying this 
area arises because of the special situation in Hong Kong. The researcher will like to 
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see whether the interaction of the Chinese and Western culture has any effect on the 
readers, attitudes towards the use ofEnglish in advertisements (which is regarded as an 
informal situation). Most important of all, these advertisements are found in Chinese 
magazines which are supposed to be using Chinese. Since people in Hong Kong have 
always been exposed to things that are part of the Westem culture, including English, 
it is worthwhile to see how acceptable the readers will find using English in informal 
domains, in situations that they have contact with every day, but for which they 
normally use Cantonese. 
In other words, if we treat advertisements as something that require 
more than casual reading, this may result in a lot of interesting findings in terms of the 
language usage in advertising: the reading process of the readers (how well can they 
understand messages that are written for them), the functions of language in the 
advertisements, the appreciation of the advertisements by the readers and finally the 
readers' perceptions towards having English advertisements in a genre which is 
supposed to have used only Chinese. 
In general, the main reason for conducting this study is that as a 
linguistic student, I am interested in looking at how language and society can be 
related with the study of advertising and how the study of advertisements is related to 
the culture and social element of the society. To recapitulate, special focus will be put 
on examining how some social factors can affect the reading of advertisements in 
relation to the language usage. An attempt will be made to study advertisements using 
the ethnography of communication approach, by looking at how different components 
that make up an advertisement (an advertising event) are likely to affect the readers' 
perceptions and interpretations of such event. What is of great concem to the 
researcher is how these different findings can be interrelated to the event of advertising 
as a whole. In other words, it is not enough only to find out why and in what ways 
the readers may differ in their understanding of the advertisements, nor is it interesting 
enough only to find out the different preference of the language usage by different 
groups of readers or only to find out if the same applies to the functions of the 
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language in the advertisements. What is important is to relate all these together, and 
find out how the interactions may lead to different interpretations of advertising as a 
whole. Only by doing this can one fulfil the theme of the ethnography of 
communication, that is, to look at how different factors work together to affect the 
event as a whole. 
Before we go into any detailed discussion of any topics, perhaps it 
might be useful to have some ideas of what the ethnography of communication is，and 
how it has been used to study language in the past. Knowledge of this is preliminary 
to any applications to the data. The reasons for conducting this research are also very 
important, and they must be stated clearly at the very beginning. All these will fall 
under the same chapter (Chapter 2) which comes immediately after this chapter. In 
this research, I have used Saville-Troike's model as a guideline for further analysis of 
advertisements. Since I am adopting her model, the first section of Chapter 3 will be a 
brief account of the model and how Saville-Troike has applied her model for studying 
spoken communicative events. The second half of the same chapter (Chapter 3) will 
focus on how Saville-Troike's model can be applied to analyse advertising, which is a 
written communicative event. In the chapter that follows (Chapter 4)，a brief account 
of language usage in the advertisements will be discussed. The next two chapters 
(Chapter 5 and 6) will be on the methodology and the results / findings df the research 
respectively. The chapter on methodology (Chapter 5) will focus mainly on how the 
research was conducted and how the data were obtained. As for the chapter on results 
and findings (Chapter 6)，a statistical analysis of the data will be presented in detail. 
After analysing the data, the explanations for the findings will be discussed in Chapter 
7 of the thesis. Finally, Chapter 8 will draw conclusions, and the implications (such as 
how we can generalise our findings) will also be discussed in the same chapter. 
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Chapter 2 
The Ethnography of Communication 
2.0. This chapter will provide some general background information on : (1) 
what ethnography of communication is (2.1.); (2) some previous studies that have been 
done using this approach (2.2.) and (3) the reasons for conducting this research (2.3.). 
2.1. Ethnography of Communication : Definition 
The term ethnography of communication first appeared in Hymes' 
publication of a paper with the same name as the title (1964). From the name, we 
immediately know that this study is to use the ethnographic approach to the study of 
communication. Ethnography is a branch of anthropology which examines cultural 
differences. What ethnography is can be summarized as follows: 
Ethnography is a holistic description of the interaction processing involving 
the discovery of important and recurring variations in the society as they 
relate to one another, under specified conditions, and as they affect or 
produce certain results and outcomes in the society. (Lutz, 1983:53) 
The above quotation has already clearly described what an ethnographer has to do. 
Therefore, one will expect to find all these similar procedures if such approach is used 
to study communication. Since ethnography of communication is a branch of 
anthropology, when used for communication analysis (with reference to language), 
ethnography is considered as a branch ofboth anthropology and sociolinguistics. 
Being acquainted with what ethnography is, we can switch to what 
ethnography of communication is. Sometimes when language is removed from the 
social context, there are difficulties in getting its meaning. For instance, if one hears 
"I'm hungry", it would be very difficult to determine what it really means if we have no 
idea about the social context. If this utterance is made by a beggar, it may imply the 
need for food; if it is produced by a child when he is asked to go to bed, then the 
utterance may be used as an excuse for not going to bed. (Hymes，1964). Ethnography 
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of communication examines the relationship between this social context (culture) and 
language. In other words, ethnography of communication will study what a speaker 
needs to know in order to communicate appropriately in a particular speech 
community. These kinds of knowledge will be "not only rules for communication 
(both linguistic and sociolinguistic), and shared rules for interaction, but also the 
cultural rules and knowledge that are the basis for the context and content of 
communicative events and interaction processes" (Saville-Troike, 1982). With the 
ethnography of communication, we need to look at a communicative event not only as 
separate parts, but also as parts in relation to the whole, since the total meaning is 
more than simply the sum of its parts. We study the patterns that are found in a 
communicative event and how they are organised and interrelated systematically with 
social knowledge in order to get the message from the addresser to the addressee. 
Hymes being the pioneer in the study of the ethnography of 
communicative events, promotes the study of language in terms of social context. He 
is not satisfied with the study of language without relating it to cultural factors and 
social elements. The notion that there is a close relationship between language and 
culture is supported by many researchers. (Gumperz, J. 1964; Sherzer, J. 1971; 
Romney, A. K. 1992) They find it productive to study such a relationship, and believe 
that there is a strong relation between cultural similarities and language similarities. 
Hymes finds the study of language alone in terms of syntax, phonology, etc. as 
essential but not enough. Hymes is more interested in studying the use of language in 
communication. Owing to these shortcomings of the linguistic studies at that time 
(1960's), Hymes proposed the study oflanguage in terms ofits role in communication, 
and as a result, he began to use the ethnographic way to study language and called it 
the ethnography of communication. The main theme of this approach is to study 
language with reference to the social context, and this approach can in fact be used to 
study language in many different situations. Hymes has laid down some guidelines for 
the study of language using the ethnography of communication method. He lists out a 
number of elements that one needs to pay attention to if one wants to study an event 
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using the ethnography of communication approach. These elements are the 
components that a communicative event has to have. He summarizes them into the 
word "SPEAKING". They are Situations (S), Participants (P), ENDS (E), Act 
Sequence (A), Key (K), Instrumentalities (I), Norms Q^ and Genre (G). (Later, 
Saville-Troike modified the list a bit while she was working on her own analysis.) For 
every communicative event that Hymes studies, he will first identify all these 
components. He is interested in finding out how these elements work individually and 
how they may interact in the communicative event. With these interactions, he then 
tries to look for relations between the components in the communicative event and the 
society as a whole. Hymes has been using these guidelines to analyse spoken events. 
In fact, in the history of ethnography of communication, in most cases, the approach is 
used to study spoken events. 
Hymes called the approach that he has been using all along to study 
spoken events the "ethnography of communication". Unlike other linguists 
^rvin-Tripp, S. 1964; Saville-Troike, M. 1982; Fasold, R 1990) who follow Hymes.s 
way and adopt the term ethnography of communication for the analysis of language 
using the ethnographic approach, Sherzer (1977) prefers to call it ethnography of 
speaking. Sherzer finds the ethnography of communication not an appropriate term 
because "there was yet no real ethnography of communication, in that almost all 
research has focused almost exclusively on language and speech." (Sherzer, 1977:51). 
He believes that communication is a broad term including some other sectors which 
ethnography of communication has not really touched on, so it may be better to name 
it ethnography of speaking since the main focus is on spoken events. Therefore, in 
some cases when we come across works having "ethnography of speaking" as title, 
they are actually part of the ethnography of communication. Ethnography of speaking 
in Sherzer's understanding, is "a description in cultural terms (ethnography) of the 
patterned uses of language and speech (speaking) in a particular group, institution, 
community or society" (1977:44), which is similar to Hymes' definition. 
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The ethnography of communication can be applied to different fields of 
study such as anthropology, psychology, linguistics and even other social sciences. Its 
contribution is far reaching. To the anthropologists, the ethnography of 
communication links up the cultural system and language which helps the study of 
cultural maintenance and shift. For psycholinguists, the ethnography of 
communication inspires them to look at language acquisition from a wider perspective, 
that is, determining how cultural factors play an important role in language 
acquisition. For applied linguists, with the help of ethnography of communication, 
more focus is put on what the second language learners should learn in order to 
communicate appropriately in different situations or contexts. For the ethnography of 
communication, it is trying to look for regularities in language usage and also how the 
components in a communicative event are organised (Saville-Troike 1982). It also 
focuses on the function of language, how the same language can be of different 
functions, and relate these differences to elements or factors in culture and society. 
With all these significant contributions to different fields of study, the ethnography of 
communication has become a very interesting area for further investigations. 
2.2. Previous studies 
A better picture of what ethnography of communication can be 
obtained if one knows more about how the approach works. In view of this, this 
section will be an account of what kinds of studies have been done under this topic. 
Basically, nearly all of the studies which adopt the ethnography of 
communication approach tend to apply it to spoken communicative events. There is 
only one study that the researcher has come across that deals with written events. 
Basso (1989) suggests applying the ethnography of communication to the written 
channel because the written channel is "one of several communication channels 
available to the members of the society" (Basso, 1989:426). He proposes giving some 
descriptions of the code itself first by listing some basic features of the code (such as 
the alphabet, constructions of words, sentences and paragraphs, punctuation, etc.). 
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The second step will be to describe the grammatical rules of that particular code. 
Finally, a description of "the types of social contexts in which particular rules (or rule 
subsets) are selected and deemed appropriate." (Basso, 1989:428). In other words, 
the research should focus on what kind of rules best suit a particular context (the social 
context where the code is found). He then gives an example of analysing a written 
letter (looking at the participants, the message form, etc.). Generally speaking, the 
first step that Basso has proposed seems to be a bit redundant, this step may be helpful 
if the code that is studied is some "exotic" language that most people are not familiar 
with. The most important part (for the ethnographers) will be the last step，studying 
the different components that make up the written text and how they interact in a 
particular text (the social context). This is quite similar to this present study where the 
researcher will look at how the different elements will interact and affect the 
interpretation of written advertisements. 
Since the above study is the only one that the researcher has found that 
works with the written channel, what can be reviewed in the rest of this section are 
only studies with reference to the study of spoken events. 
The ethnographic approach has been used to study language by finding 
out the language patterns in the society (Hymes, 1964; Sherzer, 1977). With this 
approach, different aspects of grammar are dealt with, ranging from phonetics 
(Gumperz, 1964; Labov, 1973)，pragmatics (Keenan and Ochs, 1979)，to rules of 
interaction (ScheglofF, 1986). The ethnography of communication approach links up 
these linguistic elements with the society and some cultural factors. This approach on 
the one hand provides information about language patterns in a particular community / 
society, which enables the researchers to do further cross cultural studies. On the 
other hand, it also generates information about the relationship between social 
structure of the society and language. 
In fact, Gumperz (1977) has criticized the social theory that 
ethnography of communication has been based on as descriptive in nature. Gumperz 
believes that the approach and the theory do not deal with "how members themselves 
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recognise that an event has taken place; how social inputs vary in the course of an 
interaction and how the interpretation of specific messages is affected by social 
knowledge" (Gumperz, 1977:193). However, this comment can only be partially true. 
The ethnography of communication is descriptive in nature, but with reference to a 
number of studies using this approach (these studies will be discussed shortly), they try 
to show how the interpretation of the event is affected by social knowledge (such as a 
difference in the people in the event, a difference in culture, etc.). As for the question 
on the members recognising the event to have taken place, by interviewing subjects, it 
is likely that such a question can be answered. Perhaps, the problems that Gumperz 
raises may not be something that have to do with the idea of the ethnography of 
communication, but something with the methodology that can be modified 
accordingly. 
The ethnography of communication emphasizes the interactions among 
the different components in a communicative event and a number of studies have been 
done along this direction. Ervin-Tripp (1964) looks at the interaction between 
language, topic and the listeners. She discovers that the performances (spoken) for the 
same interviewees (Japanese women) are different when facing different interviewers 
(Japanese or American). The Japanese women tend to have more disruption of 
English syntax, use more Japanese words and have briefer speech when the interviewer 
is Japanese. She also shows that certain topics (such as mushrooms, New Year Day) 
will have more Japanese associations. For these topics, the subjects will have 
difficulty when they are asked to use English for discussion. Ervin-Tripp has found in 
her study that different interviewers or different topics may affect the language usage 
of the interviewees. This study shows members of a particular society (Japanese) 
when facing members from another society (Americans) will perform differently from 
the case when they are interacting with people from their own society. Moreover, this 
difference in behaviour may also be influenced by the topic of their exchanges. 
Duff (1995) has also demonstrated how a change in the political 






setting. English has been an important foreign language in Hungary. This use of 
English is associated with some kind of western culture. English is used in lectures 
(similar to presentations) as opposed to Hungarian which is used in feleles 
(recitations). The lectures are regarded by the teachers and students as representing 
westem culture, and feleles represents the discourse of authoritarianism. It is found 
that students who participate in lectures become better learners. Duff attributes this 
difference to the exposure to different cultural elements (cf. Flowerdew and Miller, 
1995). However it is quite dubious whether it is the strategies used (feleles and 
lectures) rather than some cultural factors which lead to such a difference in the 
performanceofthelearners. 
Another study (Flowerdew and Miller 1995) which also uses the 
ethnography of communication approach is a study ofL2 learners in Hong Kong. This 
study gives a much better picture ofhow a difference in culture leads to a difference in 
the interpretations of the lecture in the tertiary institutions, which in turn may affect the 
learning behaviour ofthe learners. Flowerdew and Miller (1995) look at the Chinese 
(Hong Kong) leamers of English (at the tertiary level). They want to find out when 
there is a difference in culture between the lecturers (foreigners) and the students, will 
it be the case that the learning behaviour of the students will be affected. What they 
have found is that Chinese learners are very passive in class, and some Westem 
lecturers are indeed quite mad about this. The passivity of the Chinese, as explained 
with reference to the Chinese culture, is because of the face maintaining mechanism. 
People are afraid of making mistakes which will cause them to lose face, and are afraid 
of being considered show-offs if they participate too much in class. If they 
"show-ofF', they know that they will be treated as "outcasts". Flowerdew and Miller 
have also found that students have problems with learning if the lecturers do not make 
use of local examples, (in which case the lecturers may often have difficulties in doing 
so because of a lack of relevant cultural knowledge). Flowerdew and Miller's study 
provides very rich information about how a difference in the cultural background of 
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the participants may result in difficulties in learning and also in the interpretations of 
the communicative event. 
Keenan and Ochs (1979) has done a study on the pragmatic usage of 
language in the Malagasy village in Madagascar. This study is so outstanding that it 
has been quoted in many other studies. This study shows a difference in culture leads 
to very different speech activities. The way that the villagers speak is considered to 
be "uninformative and indirect" when compared to a typical westerner. To cite one 
example, when the villagers are asked where they are going, even though they are not 
going to do something very personal, they will still answer by saying "just a little to the 
north there" ^'asold 1990:55). From the point of view of a westerner, this answer may 
be treated as trying to avoid giving the relevant and necessary information on purpose 
for some personal reasons. This difference is because of the scarcity of new 
information in that village and its social organisation. In the society, since new 
information is so scarce, people will tend to keep the information to themselves rather 
than reveal it to the others. 
There are some methodological problems with the study. The method 
used here is participant observation (the researcher observes the situation by taking 
part in the event) and introspection, however, it is done from the second language or 
the foreign language perspective. One cannot rule out the possibility that Keenan may 
have overlooked some findings because the observer was not a member of the 
community. This happened in Fabian's research (1995). As an "outsider", Fabian 
studied the people living in Shaba (Africa). He needed to transcribe the conversations 
into English with the people for analysis. The people in Shaba speak Swahili. For 
Swahili, there is no indication of the gender in the pronoun. While transcribing the 
conversations, Fabian had to use his own judgement (there is no doubt he will be 
influenced by his own culture). In one case, he regarded the person mentioned in the 
conversation to be a male (this was proved to be incorrect later) because of what he 
calls "normal" expectations derived from experience and prejudice (Fabian, 1995:43). 
Another thing that Fabian has found (which is similar to Keenan) is something related 
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to the intention of the speakers. Misunderstanding or misinterpretation arises because 
the listener fails to find out the intention of the speaker, especially if there is a 
difference in culture between the two parties. Some questions (such as whether he 
prays or not) that a lady leader of a religious group asked offended Fabian because he 
considered that quite personal. In fact it is not until the very end of the conversation 
that Fabian knows that the strong desire to know the answers to many personal 
questions by the lady is driven by a common practice in the society. It is the culture of 
the society when one tells another one's personal information, the other has to talk 
about his in return. The difference in culture which leads to misunderstanding shows 
the importance of knowing the intentions of the speakers, since the intentions may 
differ because of different cultural backgrounds. These two examples point out 
something slightly different from the last one (the one done by Ervin-Tripp). These 
two examples show that the "outsider's" (in this case, people belonging to a different 
society from the speakers) interpretations of the spoken event can be very different 
from the "original" interpretation (the interpretation that the speakers will have). 
A similar study has been done by Sherzer (1977) on the speech patterns 
ofthe Cina people. He finds three main characteristics of their speech: (1) the frequent 
use of reporting even though they are expressing their own opinion and their own 
experience; (2) frequent mutual advising; and (3) frequent use of reformulation and 
explanation in their speeches. These characteristics, according to Sherzer, are closely 
related to the traditional way of ceremonial and ritual speech. Sherzer after 
discovering these pattems suggested that such information can be used for further 
planning of the educational programmes. Finding educational implications is often 
important in research using the ethnography of communication. In this way, Sherzer's 
study is quite similar to the one that is done by Flowerdew and Miller (1995). 
Gumperz (1983) also seems to have been working quite well by using 
the ethnography of communication approach to obtain information for the educational 
field. Looking at the verbal behaviour of white and black children in the classroom 
setting leads to some interesting findings. When the black children say "I don't know" 
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or "I can't do that" with the characteristic of "high pitch register，sustained tone, and 
vowel elongation on the last syllable" (Gumperz, 1983:19)，they do not really mean 
that they do not know how to do the task. The reason for drawing this conclusion is 
that when examining the background knowledge of the black children, it is found that 
they have had abundant exposure to the task, and no vast difference is found between 
the white and the black children concerning this aspect. This will only suggest that the 
utterance has some other implications. It was later discovered that the utterance is a 
sign of seeking some help, when the children are not confident enough to do the work 
alone. It is only when the researcher is able to relate the language system to the social 
element of the children that the researcher is able to discover the real intention of the 
children. 
Gumperz (1964) again looks at spoken events. He studies the verbal 
behaviour of speakers from an agricultural village (Khalaphur) in India and 
Hemnesberget (a commercial settlement) in Norway. His study which relates his 
observations on language usage to social phenomena in the two different places 
suggests that linguistic behaviour is in no way separated from the social factors that are 
found in the society. He gives reasons for the difference in the rules of interactions in 
the two places. He believes that it is because of the consciousness of social class 
(caste system) in India and the absence of it in Norway. He also finds that speakers 
from these two places will have a choice between at least two languages (cf. Ferguson 
[1959]，calling this situation diglossia� having a High and a Low language in the same 
society). In certain kinds of interactions (personal), the switch from one language to 
another is affected by a change in the topic. In some other occasions (transactional 
interactions, which is equivalent to formal situations), the choice of one language but 
not the other may be because of a change in the social status of the speakers. In 
Khalaphur, the switch of language is likely to be affected by the topic; whereas in 
1 Diglossia will be referring to the situations where "the speakers often use more than one 
language [variety] in one kind of circumstance and another variety under other conditions." (Fasold 
1987:34) The reason for the choice between the two is that different varieties may have different 
fimctions in the society. The High language is for the formal situations, and the Low language is for 
the informal situations. 
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Hemnesberget (except for the local people), switching of languages is likely to be 
affected by a difference in the speakers. In this study, Gumperz shows how a change 
in the topics or a difference in the speakers may affect the language patterns with 
reference to people from different speech communities. One thing that Gumperz has 
not made explicit in this study is the reasons for choosing these two speech 
communities to look at and not some others, therefore, it is a bit difficult to see the 
point for comparing these two communities. 
ScheglofF (1986) narrows the scope down a bit by choosing only a 
particular speech act (the conversational openings) to look at. He studies the rules that 
govem the opening in English conversations. In this study, he shows a certain act 
sequence QDistribution Rule) for telephone conversational openings. Similar to what 
Gumperz has done, ScheglofF also examines the rules of interaction, in this case, who 
should speak first and what follows. Schegloffs job does not end by listing out the 
rules that the caller and the receiver have to obey. With these rules in hand, ScheglofF 
looks at how a difference in the relationship of the two parties affects the interaction 
process. He proposes that both parties involved in the conversation need to have some 
idea of their relationships in order to carry on the conversation using the appropriate 
rules. We can also learn from ScheglofF that the violation of these rules has to be 
avoided. The caller is obliged to speak and the other party respond if the telephone 
conversation is to be interpreted as what ScheglofFcalls a "summon". Ifone (P1) calls 
to a shop to see whether the shop is still open, after P1 says "hello", even though the 
response of the other party (P2) may imply that the shop is open, the caller still have to 
ask his question before he hangs up the phone. ScheglofF in this study suggests how a 
participant should act in a conversational opening session. In fact, with the 
information from the study, further analysis can be done on cross cultural studies, 
looking at whether these rules can be applied to different cultural systems. ScheglofF 
has done quite well in relating the social structure to the language pattem and the rules 
for interaction. However, it seems that he has not gone deeply into how the violation 
ofthe interaction may affect communication as a whole. Taking the previous example, 
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ScheglofF only points out that it is the norm of the society to say something or 
continue to say something even though one's queries have already been answered. 
From the ethnography of communication point of view, the analysis should not stop 
here. One can carry on by checking to see how the violation of this norm affects the 
interpretation of the event. For instance, what if one does not say anything after the 
first greeting "hello"? Will the answerer interpret it as a wrong call or will he or she 
give some other interpretations. 
All the works that are cited here point out how the ethnography of 
communication has been used to study the communication in different communicative 
events. They show different types of language patterns / regularities within different 
societies. This approach tries to explain such regularities with reference to the 
interactions of the different elements (e.g. setting, topic, participants, etc.) that make 
up a communicative event. One advantage of this approach is that by revealing the 
different interactions that are at work in a communicative event, difficulties or failure 
with the communication within the event can be identified easily. This serves as a very 
good way in explaining various types of communication. This also explains why this 
approach is most beneficial for cross cultural studies. 
j 2.3. Reasons for conducting this research 
After a brief account of the previous studies done using the 
ethnography of communication approach to the study of language (most of the time 
spoken events), we can now turn to the reasons for conducting this study. Part ofthe 
reason that urges the researcher to conduct this present study is because of the 
imbalance focus of these previous studies . 
Hymes believes that in the ethnography of communication: 
focus on code in relation to other components entails such functions as 
are involved in learning, analysis, devising of writing system, checking 
on the identity of an element of code use in conversations and the like. 
(Hymes, 1964:23) 
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This quotation suggests the similarities between speaking and writing. In both cases, 
the interaction of codes with some other elements can be found. However, Hymes 
uses the ethnography of communication to study the communicative events in a speech 
community. Even for Fasold (1987), his definition of speech community includes 
writing as well. Therefore, applying the ethnography of communication to the written 
media should not be something too unexpected. However, the fact is that almost no 
attempt has been made to study written communicative events using this framework. 
The phenomenon that Sherzer has noticed is to a great extent still true in the 90's. 
Recalling his comment saying that there was no ethnography of communication 
because all the research has focused exclusively on spoken events (2.3.). In fact, 
Sherzer's comment suggests that the ethnography of communication approach can be 
used to study written events, but it is only the case that no one has used the approach 
on the analysis of written events. In other words, the approach may become more 
sound if it can be used to study various modes of communications (to be justified to 
call it "ethnography of communication"). What can be said with what Hymes and 
Fasold have pointed out (that is, the similarities between spoken and written events;) 
together with Sherzer's remark, the ethnographic approach may also be applicable to 
written communicative events (where communication is involved as in the case of 
spoken events). The researcher is now taking the first step to apply this approach to 
the study ofthe written form of communication. Furthermore, one ofthe mainjobs of 
the ethnographers according to Gumperz is to "develop a typology or model that 
reflects the occurrence, and then to test the validity of this model in other similar 
situations." (Gumperz，1983:xiv). What will be done in this study is close to what 
Gumperz has suggested. The researcher would like to use the model (for analysing 
speech events) to see whether it is valid for the analysis of written events. It is also 
hoped that taking the ethnography of communication approach may result in some 
interesting findings. The ethnography of communication is an approach which stresses 
the importance of social context and cultural elements in affecting communication. It 
may be a very appropriate approach to the study of advertisements which is a field that 
t ) 
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is closely related to culture especially with reference to the appreciation of 
advertisements. 
Since the application of ethnography of communication to other areas 
has been quite satisfactory, there is no reason why it cannot be used to study the 
I written channel. Recalling the examples from Flowerdew and Miller (1995), Gumperz 
I I (1983) and Sherzer (1977), the study oflanguage from the ethnographic point of view 
l| has already been applied to the educational system, studying what is happening in the 
ii 3 • • • educational setting. Obtaining information of this kind may help teachers a lot (in the !^ l! I| case of Gumperz's example) when dealing with students of different cultural 
I backgrounds. In addition to the ethnography of communication in facilitating H I schooling system, perhaps, one may also get findings which can be very useful for 
1  . . . |j facilitating some other related areas if the ethnographic approach is applied to other 
I areas. 
ii ji Another reason that urges me to conduct a research on advertising 
i； 
Si \ language is that for most studies on advertising language, few of them are done outside 
!i ;i || the native language context. Most researchers or linguists are interested in exploring |j j the language in advertising from the point of view of a native speaker. So far as I i j know, only a very few linguists (Tanaka, 1994) have tried to study advertisements !i from a second language perspective. Being a second language (L2) leamer who has :i j been learning English for more than ten years, it seems that I will be in a favourable 'j 
5 position to study advertising language from the second language perspective. In 
j addition, there are always good reasons to study the use of language and its functions 
I . 
j in a second language or foreign language situations. It is generally accepted that a 
difiference in culture between L2 learners and native learners may lead to discrepancy 
in the interpretation of message (with reference to the language element). Such 
discrepancy may be manifested especially when it comes to things like the reading of 
advertisements which depends a lot on cultural knowledge. From a sociolinguistic 
perspective, it is indeed fascinating to look at the reading of advertisements by L2 
leamers, as it is highly likely that such research is going to generate many interesting 
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findings in terms of the relationship between certain social elements (culture) and 
language. In view of this, it may insightful to study the functions of a second language 
or foreign language in the field of advertising. If the language is unable to fulfil the aim 
of getting the message across to the audience, perhaps, there is a need for advertisers 
to switch to another language, especially in cases where the target audiences are not 
the native speakers of that language. 
Hong Kong will be an ideal place for such kind of study to be carried 
out. The role of English in Hong Kong is neither a second language nor a foreign 
language (FL). It is something in between. Linguists have used the term "auxiliary 
language" (Luke and Richards, 1982) to describe the situation in Hong Kong. English 
in Hong Kong is not as popular as English in Singapore where English is considered a 
second language, and again not as uncommon as English in China (FL). There is a 
great percentage of people from Hong Kong claiming themselves to be bilinguals. 
There is no doubt that English plays a very prominent role in Hong Kong. English is 
important in the sense that it is essential in educational and government sectors, but it 
is not very common among the people in their daily lives. However, one always finds 
some kind of code mixing in Hong Kong, in daily conversations, local magazines, etc.. 
This explains why we can find English advertisements in Chinese press. Since the role 
of English is so special in Hong Kong, hopefully, studying its role in advertisements 
may help us to have a better understanding of the functions ofEnglish in this area. In 
view of this, it may be very interesting to study English advertisements from the 
perspective of L2 or FL learners, who are in many ways different from the native 
speakers ofEnglish in terms of culture and even linguistic competence. These kinds of 
studies will be useful for further research if one wants to do cross-cultural studies. 
Another reason for studying advertisements is that advertisements are 
something that we have contact with everyday once we read the newspapers, 
magazines or watch television. They are "the most popular reading, listening watching 
matter" (Boorstin, D. 1962:223). In addition, it is believed that "most people actively 
enjoy advertisements" because they are "visually pleasurable" and they can also "call 
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upon some of our sophisticated linguistic and cognitive competence. The most 
important point is that the anatomy of advertisements may well be the key to the 
anatomy of human communication". (Pateman, 1983:201) Moreover, since 
advertisements are something that people with different social backgrounds will 
encounter everyday in daily life, it may be interesting to look at advertisements with 
the ethnography of communication approach and see if there are any relationships 
between these social factors and the perceptions of people towards the advertisements. 
This study is interested in gaining insight into the social structure that is related to the 
reading of advertisements, and how variations in this social structure may affect 
I advertising as a whole. 
After some general ideas of the reasons for conducting this study, we 
can now move on to the next chapter which focuses on the theoretical model which is 




The Theoretical Framework and Its Application 
3.0. The ethnography of communication is not an approach designed 
purposefully for the analysis of advertisements. Linguists have been using this 
approach to study communicative events, mainly spoken activities. What I am doing in 
this thesis is to try to see whether the ethnography of communication approach is 
suitable for analysing other types of events other than spoken ones. The theoretical 
model that is adopted in this thesis is the one used by Saville-Troike (1982), which is a 
modified version ofHymes's (1964) original model. The event that will be studied here 
is advertising, but before studying this event, one must first have a fair idea of how 
Saville-Troike's model has been used to study the different types of spoken events. 
Therefore, the first part of this chapter will be devoted to an account of 
Saville-Troike's model. In the second part, an attempt will be made to analyse the 
event of advertising with the help of this model. 
3.1 Saville-Troike's model 
To analyse a communicative event satisfactorily, Saville-Troike 
suggests that there are some points that one needs to take note of, that is，"identifying 
recurrent events, recognising salient components and discovering the relationship 
among components and between the event and other aspects of society" (1982). 
In other words, there are some elements that one needs to look for if one wants to 
study a communicative event. After identifying these elements, one has to find out the 
relationships among these elements, how they interact to form a communicative event. 
Following this suggestion, the first thing that Saville-Troike will do is to identify a 
communicative event by looking for boundary markers. These boundary 
markers indicate the beginning and the end of a communicative event. It is only after 
explaining that a certain event is a communicative one with specific boundary 
markers, that one can proceed on with the analysis. Saville-Troike most ofthe time, 
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applies her model to describe spoken communicative events like greetings and 
conversations. All of the communicative events that she has studied can be broken 











rules for interaction 
norms of interpretation 
In every communicative event, we are likely to find these components which are 
salient for studying the event from the ethnography of communication point of view. 
Genre refers to the type of event, whether it is a lecture, a joke or a 
greeting. Topic is the focus of the communicative event, what the whole event is 
about. For instance, in an English lesson teaching the grammatical structure ofpassive 
voice, the topic will be the use of passive voice in English. Purpose/Function refers 
to what the event is intended for (usually, this will be related to the intentions ofthe 
participants). For example, whether the communicative event is to give information, to 
persuade, to argue, etc. In the case of an English lesson at school, the function is to 
instruct the students with the different types ofknowledge. Setting simply means the 
location of the communicative event，where and when the event takes place. All 
these four elements make up the scene of the communicative event. Sometimes, 
people will use the term Context instead of Scene. Those people who take part in the 
event are the Participants. There can be different groups ofparticipants taking part in 
the event. During a lesson, there are teachers and students (two groups of 
participants) involving in the event of teaching. The different ways of representing 
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different communicative events are known as the Message Form. This includes Code 
and Channel. The same communicative event can be represented in different languages 
(code). For example, a greeting can be in English or French. If somebody greets in 
French, then the code for the event is French. Besides linguistic codes, we can also 
have non-linguistic ones which are in the form other than languages, they can be 
pictures, visual displays and even music. Sometimes an event can be in the written 
I form; in other cases, they may be represented verbally in the spoken form (channel). 
Message Content is what is communicated in the event，including both 
the denoted (literary) and connotated (extended) meanings. Key refers to the 
emotional tone of the communicative event. It can be serious, causal or jocular, etc. 
For a communicative event, there is usually an order known as Act Sequence, 
that is, certain acts are followed by others. For instance, in a debate, usually the 
questioning session is before the conclusion session but not after it. In order to carry 
out a communicative event, there are also certain rules that the participants need to 
follow. These are Rules for Interaction, such as turn taking. That is similar to the 
roles that different participants take in an event. Just take the debate as an example, 
the floor should not interrupt in the middle of the debate. One can only raise questions 
in the questioning session. To interpret the event "correctly" without confusion, we 
need to be aware of the Norms of Interpretation. Norms include the shared 
I knowledge of the participants which is one of the essential factors for deriving the 
appropriate inferences from the event. (For further specific applications of these 
terms to general communicative events, please refer to Appendix I) 
Saville-Troike claims that the identification of these components is only 
the first step for the analysis of a communicative event. The most important aspect 
about ethnography of communication is to find out the relationships among these 
different elements. For a single communicative event, any changes in any of these 
components may lead to a different interpretation of that event. For instance, a change 
in setting may lead to a different interpretation of the event even though the event is 
still the same one. The event of crying can be interpreted differently if it happens in 
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different occasions (setting). The crying of a bridegroom in a wedding is a sign of joy, 
but the crying of the same person in a funeral is to be interpreted as a sign of sorrow! 
Another point to be aware of concerning the relationships among the different factors 
is that in some other cases, if a particular element is more important than the others, it 
will influence the form of the other elements. For instance, business correspondence is 
usually in written form, in this case, the genre determines part of the message form 
(channel). The participants may influence other parts of the message form (code). If 
the correspondence is between two Chinese business firms in China, then the letters 
might be in Chinese. This example shows that the participants determine the code. 
These are the kinds of relationships that we need to look for when adopting the 
ethnography of communication approach. This part will be discussed in detail in the 
latter part of this chapter (3.3.). 
3.1.2. Defining a communicative event 
In order to see whether Saville-Troike's model can be applied to 
analyse an advertisement, the first thing that we need to do is to determine whether an 
advertisement is a kind of communicative event or not because Saville-Troike's model 
is used to study communicative events. From the name "communicative event"，we 
may already be certain that for an event to be called a communicative one, 
communication has to take place. Every kind of communication should involve two 
parties. Generally speaking, communication is the two parties (or more) trying to 
exchange their opinion or views, trying to interact with each other. For example, for a 
I joke to be considered as a communicative event，it is not enough to say that the 
boundary markers mark the beginning (the time one starts to tell thejoke) and the end 
ofthe joke (the time that one finishes it off). The reason is that it will be very difficult 
to tell ifcommunication has really taken place. It will be ideal ifthere is someone who 
laughs after reading or listening to the joke. However, there may be cases in which 
people do not laugh after hearing ajoke. In such a case, perhaps it can be attributed to 
an unsuccessful communication process, but still, it is a communicative event，since 
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this event involves at least two parties who have attempted to take part in it. The one 
who tells or writes the joke, and the other party who is willing to listen or to read it. 
In other words, feedback of some kind will clearly indicate that communication has 
taken place. The feedback can appear in a number of formats. The most common one 
is through direct comment or direct response like verbal means. A nodding of the head 
may also be a kind of response; this kind of gestures and non linguistic means can be 
grouped under the term paralanguage (Cook, 1992). 
To determine whether advertising is a communicative event, we have to 
see whether there are any sorts of communication in advertising. Looking at the 
I function of an advertisement, we may get some ideas of the type of communication 
that can be found in an advertisement. All kinds of advertisements (whether they are 
for commercial purpose or informational purpose, such as those advertisements about 
public services; whether they are on t.v./radio or in magazine) have a common goal, 
that is, to bring out a message (or messages) to the readers / audiences. All advertisers 
hope that their message(s) can get through to their target readers / audiences. 
Therefore, the intention is to communicate with the public. This intention can only be 
fulfilled if there are two parties, the one who gives the message and the other who 
receives it. An advertisement will not be considered a communicative event unless 
somebody reads or watches it. Even though the readers or audiences may not give 
feedback immediately (this feedback may include buying the products or having 
comments), still the communication process has taken place. In summary, for 
advertising, one ofthe main objectives (for commercial advertisements) is to introduce 
the products to the public, but whether the readers will buy them or not will be another 
matter. This may be because the product itselfis not attractive, or the advertisement is 
not successful enough in persuading the people to buy the products; but at least, if 
there are people who have read or watched the advertisement, there is already a kind 
of communication between the two parties. From this analysis, advertising fulfils one 
of the conditions to be regarded as a communicative event, that is, communication 
does take place in advertising. 
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Saville-Troike has also suggested that boundary markers will be a very 
good tool to identify a communicative event. The boundary markers are used to 
separate a discrete communicative event form others. She gives the example of 
telephone conversation as a communicative event. The boundary markers for this 
event is the ring of the phone to indicate the beginning of the event and the hanging up 
of the receiver as the end (1982). If we apply this to advertising, we may then say that 
for advertisements on radio/t.v.，the onset of the advertisement is the beginning of the 
communicative event, the offset marks the end of the event. In other words, for 
advertisements on radio/t.v.，the beginning and the ending of the event is fairly easy 
to detect. For written advertisements, it is a bit complicated. Written advertisements 
dp not always have clear onsets and offsets as t.v. and radio advertisements do. Unlike 
a story which is written in paragraphs form (in which the first sentence starts the 
communicative event and the last sentence ends it), for some written advertisements, 
the boundary markers may not be as clear and explicit as compared to some other 
I written genres. Some people will refer to the physical frame which bounds the 
advertisement as the boundary markers. In this case, the size of the advertisement will 
be boundary markers. For instance, if an advertisement occupies a full page, then 
anything outside the page will be considered as outside the boundary markers. 
Whereas, everything that can be found inside the page is regarded as part of the 
communicative event. 
Returning to our telephone conversation example, it may seem that we 
can easily identify the boundary markers without disputes, but this view no longer 
stands if some people raise the question, "Could the moment when the one who 
makes the call (the dialling of the call) be regarded as the beginning of this 
communicative event?" The raising of this question reflects the situation that the 
identification of boundary markers for advertisements may be in similar dispute. Not 
all the people will have unanimous agreement on the beginning and end of a 
communicative event. Those who raise such a question advocate the need to take into 
account the different points of views that exist in a communicative events. To the one 
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who calls, the picking up of the phone to dial is the beginning of the communicative 
event; but for the one who receives the call, the event may start only when the 
丨 telephone rings. 
The same is true for advertising. One way of defining the boundary 
markers is to say that the appearance of the advertisement in the media is the beginning 
of this event and that the event ends with the group of participants finish reading / 
I watching it. This view is usually held by the audience / readers. Looking at 
advertising from another point of view, most copywriters will say that the 
I communicative event actually begins once they start preparing the advertisement, 
I having meetings with their clients, collecting materials and planning for the production 
I of it. Advertising ends after the readers have finished reading / watching or listening to 
it. Some copywriters will even suggest that the giving of feedback (in the form of 
comment or buying of the product) is the end of the event. (Fig. 1 in Appendix II) 
The conclusion that we can draw from these examples is that usually 
for most communicative events, there will be some points at which nearly all the 
people will agree that they belong to or are part of the event. Using an advertisement 
as an illustration, the publication of the advertisement and the reading of it by the 
readers are points which most people will have no doubt that they are part of the 
communicative event known as advertising. Having the highest degree of consent, 
they will be regarded as the objective onset and offset of a communicative event. 
There are some stages in which different groups of people may vary in their opinions, 
and these stages will only be regarded as onset or offset of the event by a particular 
group ofparticipants. What we can be certain ofis that there are objective boundaries 
for every communicative event, but there is no contradiction if we find that people may 
vary a bit in claiming the exact time as the beginning or the ending ofthe event because 
of the different points of views that different groups of people will take. In other 
words, there are certain elements that all the different groups ofparticipants will agree 
on in order to call a particular event by its name, such as an event known as a 
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In view of this, I would like to suggest that the boundary markers for an 
advertisement should not be confined only to the onset and offset of the advertisement 
(for advertisements on radio/t.v.)，or the physical frame of a written advertisement. 
This argument is indeed supported by most of the local copywriters that the researcher 
has interviewed. The majority (four out of five) suggest that if an advertisement is 
considered as a communicative event, it will start once they begin to prepare the 
advertisement. As most of them regard themselves as an instrument in the 
communication process, they believe that they are playing the role of helping the 
companies or clients to bring their messages to their target audience / readers. 
To recapitulate, the appearance of the advertisement (whether it is in 
the press, t.v. / radio), the reading / watching of the advertisement, etc. all fall under 
the communicative event called advertising. From what we have discussed so far, it 
seems appropriate to conclude that advertising is a communicative event with two 
types ofboundary markers (as is true for most other communicative events). One type 
which is agree on culturally is the traditional way of defining the beginning and the end 
of an event with regardless of the different points of view that people have in a 
communicative event. The other type is defined with reference to the different points 
of views that are held by the different groups of participants in the event. Although 
there seems to be two sets of boundary markers in advertising, both have the function 
of marking it off from other communicative events. Using the ethnography of 
communication approach to study advertising, we have to accept the different opinions 
held by the participants. As a result, the second way of defining the boundary markers 
for advertising seems to be more appropriate for our study. 
Saying that the communicative event of advertising ends with the 
giving offeedback by the readers / audiences, is actually the theme ofa communicative 
theory which is called rhetorical theory (Bentley, M. 1991). The main focus of this 
theory is that communication is a circular one instead of a linear one. It stresses the 
importance of the responses produced by the receivers. According to this theory, the 
communicator will send the message to the audience and the audience has to give a 
f 
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response so as to complete the communication process. What this theory suggests is 
too idealistic for every kind of communication including advertising. The definition of 
"response" in this model is too broad, "seeing, feeling, listening, ... observing, doubting 
and agreeing" (Bentley, 1991:9) are all grouped under the category of response. This 
causes some other queries like whether a quick glance at the advertisement should 
imply that the communication process has taken place even though the reader has 
neither taken in anything nor remember anything from the advertisement. Rhetorical 
theory will consider a glance as a kind of response as well. This view does not seem to 
be very complete in explaining the communication process. I would suggest that the 
quick glance of the advertisement will be the first step to begin the communication 
process, it is a sign of the participation in the communicative event. Without the 
reading of the advertisement, the communication has not really started yet and further 
response will be an advantage. 
Although quite a number of people will adopt the rhetorical theory in 
explaining a communicative event, this theory does not fit well for the communication 
process in advertising. It may not even be the best model for any communication 
process. The researcher will suggest that it needs to be revised. In the new version, 
we need two stages of responses in order to describe a complete communication 
process. This two stages proposal is actually the breaking up of what the rhetorical 
theory has put under the category of "responses". In this case, the communication 
process can be explained in a clearer way. The first stage will be attending to the 
communication, knowing that there is going to be a communication and assumption of 
the role of receiver. This will be realised in the form of reading the advertisement, 
glancing at it or even giving it a quick browse. The second stage will be to give 
appropriate responses. These responses can be either direct in the form of buying the 
product, which is the main goal of all commercial advertisements; or indirect in the 
form of commenting on or talking about the advertisement. (Fig. 2 in Appendix II) 
i' I Looking at Fig 2，we can see that without stage I，one can hardly begin any kind of 
communication as the event does not involve two parties, which is the key to 
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communication. In other words, if an advertisement in the magazine is not read by 
anybody, there is no presence of the readers and so we cannot say that there is a 
communication process going on (Evans and Riyait, 1993). 
One point to bear in mind is that stage II is optional. Stage I together 
with stage II will complete an ideal communication process. The reason for saying that 
stage II is optional is that "even though the reader has no intention to buy a product, it 
does not mean that the advertisement say nothing" to the reader. (Cook, 1992:6; 
Myers, 1983). In other words, the absence of direct responses does not mean that the 
readers pay no attention to the advertisement and receive no message from the 
• • advertisement. Moreover, there may be readers who do not like to discuss or talk 
1 about the advertisement, but this does not mean that there is no communication. 
• . . . . 
Taking our previous example of the joke telling, if the listener does not laugh (without 
stage II), we can only say that it is an unsuccessful communication, which may be 
attributed to some other factors, but still, a communication of some kind (listening to 
the joke) has taken place. Saying that the stage II response is optional especially in the 
case of advertising is because advertising is a kind of genre which is different from 
other genres. In a telephone conversation, responding is always a must. When one 
picks up the phone, one has to say something and try to respond instead of maintaining 
dead silence. For this genre, responding is obligatory because this is the social norm 
of the society. For reading advertisements, we always have a choice to choose 
whether to read them or not (although one may also choose to pick up the call or not, 
unless it may be because of special reasons, usually one will answer the call when it 
rings. Therefore, the choosing of answering the call or not may be slightly different 
from the case of reading the advertisements or not.) It is nothing against the culture to 
ignore advertisements or not to respond to them, but not to respond when one picks 
up the phone is a bit out of the norm. This suggests that the optional element of stage 
II will not be applicable to all communication processes, but it can explain what is 
usually happening in advertising. With this in mind, we can proceed on with our 
analysis of advertising by using Saville-Troike's model. 
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3.2. Applying Saville-Troike's Framework on Advertising 
After a briefintroduction of Saville-Troike's model, I will try to use her 
model to analyse an advertisement. Saville-Troike (1982) tries to analyse a 
communicative event and break it down into a number of components. An 
advertisement as a communicative event can also be studied in a similar way. In this 
section, Saville-Troike's model will be adopted to analyse an advertisement. A note 
before we continue with our discussion. In the previous sections, whenever 
"advertising" is referred to, in most cases, it will include both written and non-written 
advertisements. In fact, the written and non-written advertisements differ in a number 
of aspects. These differences are likely to affect the communication process in 
advertisement communication. Since the focus of this thesis is on written commercial 
advertisements, (the reason for making such a choice will be explained in the 
methodology section), from now on, the discussion of advertisements will concentrate 
on written advertisements alone. Starting from this section, the word "advertisements" 
will refer to written commercial advertisements unless specified. 
Having classified advertising as a distinct communicative event, then an 
advertisement is considered as a genre. In this thesis, written commercial 
advertisements are the focus of this study. (The reason for choosing written 
commercial advertisements for study will be discussed later) The places where written 
advertisements appear are the settings, so the setting where written advertisements can 
be found is either magazines, newspapers, or some outdoor advertising boards (e.g. 
those in the MTR / bus stations), etc. The purpose of an advertisement is to convey 
certain messages or information. For commercial advertisements, normally, the 
function is to persuade the readers to buy the promoted products. As for 
advertisements made by the government, most of the time they are informative and to 
promote certain ideas or direct some messages at the general public. Since I have 
chosen only English advertisements found in magazines for discussion, the code will be 
in English and the channel will be in written form. Usually, in most advertisements, it 
is very common to have some non-linguistic elements (such as some visual 
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I i I I illustrations in the form of pictures). Therefore, besides the written channel, there are I . • . . . . . |- some non-linguistic elements to present or convey the ideas in advertising. 
^ I . . . ！ For every advertisement, there are at least three parties of participants 
I (especially if we accept the idea that advertising as a communicative event begins while 's i! it is still in the planning stage). The first party is the client (using the terms from the 
[： r； 
I ethnography of communication approach, this party will be named as P1), that is the 
i； j company or the organisation that would like to use an advertisement as a means of 
丨） |i promoting their products. They will hire copywriters (P2) in the advertising agencies i 
i.; i； ！ for the production of the advertisement. The copywriters are the second party in the i{ I. communicative event. The last party of participants that must exist in order to i complete the communicative event is the audiences / readers (P3) for whom the 
[ advertisement is designed? It is very difficult to give an account of the details of 
|{ 
the third party of participants (readers or P3) of the advertisements. The fact is that 
i they will differ for different advertisements. Some advertisements aim at a target 
I' group of teenagers, others will have educated rich adults as their target groups. What 
[ is certain is that there are three parties (P1, P2 and P3) which form the core ofaIl kinds ij i of advertisements. |.; 
The key of advertising varies a lot. Some advertisements will adopt a i serious mood; but others will be jocular. Sometimes, metaphors, simile, alliterations 
i； 
丨 and some other techniques of foregrounding will be used in order to bring out certain r: 
丨； • 
丨 effects intended by the copywriters. This explains why some advertisements are more 
« (i [ direct in introducing their messages，but others are quite indirect. With all these i'; 1 different techniques, in order for the readers to understand the advertisements and to !. i . ( receive the correct message behind them, they need some shared common knowledge. 
[； 1 This kind of knowledge is closely related to the norms of interpretations. The shared I j common knowledge may include some cultural knowledge which is shared by both P1 
I / P2 and P3. I f P l / P2 and P3 have different cultural knowledge, then what P1 / P2 
2 The number of parties in a communicative event may vary according to the type of 
advertisements. For advertisements on t.v. / radio, there may be a fourth party (P4) who takes up the 
role of enacting the advertisement. 
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has prepared for P3 may not be interpreted in the same way by P3. That is，ifPl / P2 
assumes that P3 has certain knowledge that is necessary for the interpretation of the 
advertisement but which P3 does not have, then it is very likely that P3 may have 
j difficulties in understanding the advertisements. That explains why people from a 
I different culture may get a different interpretation of the same advertisement. 
j The rules of interaction in the case of advertising are rather straight p 
\ forward. It is the copywriters who play the role of giving out information, but not the 
I 
other way round. In most cases, there is usually no mutual interaction between the 
I two parties simultaneously. The readers cannot interrupt to give feedback or interact s 'i I with the copywriters in the middle of the advertisement regardless of what kind of i 
;.i \ advertisement it is. Advertising is different from a telephone conversation in which a 
I number of parties can take an active role at the same time. In advertising, it is always 
I 
I the copywriters who take the first step, actively initiating the communicative event, 
丨） i |l • • |1 and waiting for the responses of the readers. The readers can have a choice to respond 
;.i p to the event or not; if they decide to respond to it, again there are a number of ways to ;i V 
I； react to it. In most circumstances, we can only give a very broad and general !i lj I description of advertisements, since individual advertisements may difFer in certain 
ij aspects in terms of participants, key and code. 
ii i I； 
3.3. Interactions of the Different Components in an advertisement 
I The essence of the ethnography of communication is to find out the 
\ 
I inter-relationships among the different components in a communicative event. I • 
I Therefore, if we want to apply this approach to the study of advertisements, the 
interactions ofthe different components should be our main focus. From the linguistic 
I perspective, our interest is to find out how the codes interact with the other 
I components. As shown in Fig. 3 (Appendix II)，there are many components which 
have direct influences on the codes in advertising. Put in another way, while the 
copywriters are creating the advertisements, when they come to the use of language, 
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they will have to take into account a number of factors (these factors are likely to i 丨 • • j determine the code) which will be discussed in this section. 
I , The genre may afFect the code in the following way. If the genre is 
I； 
advertising, then it may be expected to have sentences with abbreviated grammar. We 
may also allow ellipses of all kinds because we know that their function is to attract 
丨 attention ^Leech, 1966). In addition, slogans (which are usually in the form of 
i； abbreviated grammar) will also be extremely common. The use of these techniques of 
l| foregrounding though not exclusive is very common in advertising. These are some of i: i • . . • . • . the characteristics about the code in advertising. Saying that they are special features 
I of advertising will mean that they may not be necessarily acceptable in other kinds of 
genres such as formal writing by students at school. This special kind of language |! . . • 
丨 usage has been studied by a number oflinguists (Leech, 1966; Wyckham, 1984). 
j ；： The function of an advertisement may also be another factor that affects 
1； language usage. While the purpose for most of the commercial advertisements is to 
i： 
i： sell their products, some products may need a form of language representation that 
j difFers from others. There are some products (like medicine, electrical appliances) 
which tend to be more functional and practical. They may require advertisements with 
i [ more words (just like an editorial) explaining what the product is and perhaps how to 丨 use the product. According to some copywriters, for these kinds of products, they i 
[ need to provide their customers with some kind ofbackground information in order to i! provide the customers with confidence. Whereas，for some products, such as fashion 
i； products and accessories, usually fewer words are used. 
j| Looking at setting and code, we discover that the setting may have a i 1 direct influence on code. The influence of setting on code can be shown through those ij I advertisements with both Chinese and English versions. Usually, the English version |j j will only be seen in English magazines or the English press; whereas, the Chinese ones 
I are for Chinese magazines or the Chinese press? For these kinds of advertisements, 
3 I In the past, we rarely found Chinese advertisements on the English channel, however, this 
phenomenon is no longer so definite nowadays, with the increasing popularity of bilingual 
programmes. 
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the setting plays a very prominent role in deciding the channel and the linguistic codes. 
However, the influence of setting on code is actually diminishing, it is no longer as 
significant as before with reference to those advertisements with only one version 
(either English or Chinese). In the past, in the Chinese press (especially newspapers), 
we could hardly find any English advertisements, but recently, it is not uncommon to 
find English advertisements in Chinese newspapers, and most commonly, in Chinese 
magazines. This suggests that the degree of influence of setting on code will change 
accordingly, perhaps based on some changes in the society, where English is getting 
more popular. 
The setting may affect the code in another way in terms of the length of 
the advertisements. The length refers to the number of words used in an 
advertisement. If the setting is on public transport, the advertisement may contain 
more words than advertisements appearing in other settings, because the copywriters 
expect readers to be bored while travelling and so likely to spend time reading 
advertisements. 
When coming to the component of participants, again, we can see how 
influential this component can be on the use of linguistic code. Firstly, looking at P2 
(for the reference ofP2, please refer back to the previous section), P2 is the party that 
actually carries out the job of putting the words to the advertisement. They try to 
figure out what kind of language representation best suits the advertisement. 
However, in the interviews conducted by the researcher with a few local copywriters, 
most of them said they regarded themselves as only a tool in the designing of the 
language usage for the advertisement. In most cases, according to their feedback, their 
clients (P1) will give instructions or guidelines on the language usage in the 
advertisement, for instance, not to be too vulgar or too colloquial. After receiving 
these instructions，the copywriters just act according to them. In this case, P1 together 
with P2 are the two parties which make final decisions on the use of language in an 
advertisement. Usually, they have to make their judgements with reference to the 
other party of participants in advertising, that is，P3. This party has a direct influence 
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on the final outcome of the language use in an advertisement. This point will be clearly 
illustrated when we look at advertisements designed for different groups of people. 
For instance, if an advertisement aims at children as its readers, then the language is 
likely to be more direct and the vocabulary items are likely to be much simpler; 
whereas, if an advertisement has adults as its target readers, then it will not be 
surprising if the language is presented in an indirect way with more difficult vocabulary 
items. If the advertisement is for youngsters, perhaps the language will be more 
"innovative" with a lot of coinages. What is suggested here is that each party of 
participants (P1, P2, P3) is very likely to have an effect on the code of the event. 
Among these, the influence of P3 on code has already been discussed by Ogilvy, D. 
(1986) quoting Hauser, P . : 
The increasing exposure of the population to formal schooling... can be 
expected to effect important changes in ... the style of advertising ... 
Messages aimed at the "average" American on the assumption that he 
has had less than a grade school education are likely to find themselves 
with a declining or disappearing clientele. (Ogilvy, 1986:225) 
The social background of P3 may affect the code in another way. If 
the advertisement is intended for English audience / readers, it is very likely that the 
advertisement will be in English, but this rule does not have to be followed rigidly. If 
this rule is to be followed rigidly, then the finding of English advertisements in the 
Chinese magazines in Hong Kong may be seen as a violation of such a rule because the 
target readers for Chinese magazines are supposed to be Chinese. Considering the 
case of Hong Kong, where the number of bilinguals is increasing because of the 
growing importance and popularity of English, then such phenomena may not be 
appropriate if it is to be regarded as an abridgement of a rule. This will be better 
explained if one regards this as a change in the social background of the participants 
which affects the choice of code. What is important here is the attitude ofthe readers. 
Ifthe target readers regard English as superior, then the copywriters may use English 
in their advertisements, in order to please the readers and make them feel elite. What 
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is reflected in the inclusion of English advertisements in Chinese magazines is how the 
social phenomena of the society and the people may affect the choice of the code. 
The setting is likely to affect the channel (refer to the latter part of this 
section) which in tum may affect the code. Advertisements in magazines are in the 
written form. Usually, with the written channel, the readers will have more time to 
comprehend them. But for advertisements on t.v. or radio which are in the form of 
verbal events, there will be some kind of time constraints. Unless the audiences tape 
the advertisement and repeat it again and again, they will have to take in what they 
can within a short period of time (between the onset and offset of the advertisement). 
With written advertisements, the readers can freely adjust their speed of reading. 
I(Cook, 1992) In this case written advertisements may allow the language use to be more flowery and perhaps even employ some techniques of foregrounding. Readers are given enough time to "decode" the message and thus they might be expected to be more likely to get the message. For advertisements on t.v. / radio, because of the time 
limit, the language may tend to be short and precise even though the visual elements in 
the case of t.v. may help the viewers a bit in getting the message. 
The elements of code and key are closely related because the key can be 
reflected in the language usage. A change in the language usage is likely to result in a 
change in the key. The participants affect the code which is directly related to the key 
of the event. With the different ways of representing language (such as playing with 
words), the tone may be different. Sometimes we have ajocular or a casual key for an 
advertisement; such an effect can be attributed to the use of language (e.g. word play 
and other techniques of foregrounding). 
Even though our focus is on code, we cannot neglect some other 
important interactions among some other components. For instance, the setting and 
the participants of advertising are interrelated. The setting may determine what kind of 
participants will read or watch the advertisement. If the setting is in a magazine 
designed for women, then those advertisements are highly likely to be read by females 
OVlyers，1983), but comparatively speaking, there may be fewer males reading this 
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magazine, and thus the advertisements in the magazine. If an advertisement has the 
target audience of women, it is likely that the company will place the advertisement in 
a women's magazine instead of a business magazine. In other words, a particular 
group of participants will read a particular kind of magazines, this explains why the 
participants will have an influence on the setting of some advertisements. 
Besides affecting the code, the setting also has some influence on the 
channel in advertising. Since setting refers to the place where we can find the 
advertisement, it will mean media like t.v., radio, newspaper or magazines. If the 
setting is a newspaper or magazine, there will be static visual elements along with the 
use of language in most cases. The static element refers to the pictures, whether they 
are colourful or not, etc.. Written advertisements lack the aural element which can be 
found in advertisements designed for other medium. In other words, if the setting is a 
newspaper or magazine, the advertisement has to be in written form, having certain 
1 characteristics similar to other written genres. 
I The channel of the advertisements may afFect the rules of interaction. 
！ The rules of interaction govern the way that the readers read the advertisements. Since 
I most written advertisements have both text (words) and pictures, this co-occurrence 
makes the communication process different from other genres without the 
simultaneous presence of words and pictures. Taking a written letter as an example; 
j most of the time, the addresser and the addressee are clearly stated, in addition, the 
beginning and the end of the letter are also very explicitly shown. In this case, the 
I communication process will be a sequential one. Just like climbing up stair cases, the 
most common way is one step followed by another. (Of course, there are people who 
climb the stairs by skipping steps, but that is not the ordinary manner). These areas 
may differ for the reading of a written advertisement. Firstly, in some written 
advertisements (those with pictures), the target readers may not be indicated clearly in 
the advertisement. Secondly, the reading process may be simultaneous rather than 
sequential. In most cases, we are trying to focus on both the written and visual images 
simultaneously rather than first reading the words and then study the pictures, or the 
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other way round. Sometimes, it is very difficult to determine where the starting point 
for reading the advertisement is. It will be easier if we have captions in the form of a 
sentence or a paragraph. For the pictures, it will be quite difficult to define the reading 
process. Facing this difficulty, Torben Vestergaard and Kim Schoder (1985) have 
suggested that when reading pictures in advertisements, the movement of the eyes of 
the readers will usually be 
from upper left corner of the page to lower right corner, and 
the upper left-lower right diagonal is indeed an extremely an 
important dimension in much painting, as well as in advertise-
ment lay-out. (Vestergaard and Schoder, 1985:44) 
According to this description, when people begin to read an advertisement, there are 
certain parts of the advertisement that they will attend to first. They will follow a 
particular route when reading an advertisement, moving from the top left hand corner 
to the lower right hand corner. Cook (1992) seems to hold a view different from that 
of Vestergaard and Schoder. He has pointed out that written genres allow people to 
"juxtapose separate elements" (Cook, 1992:88) and that readers are free or even 
invited to read the advertisements in the way they like, jumping from the pictures to 
the language and the language back to the pictures. Even within the texts or pictures, 
the readers may have their own reading pattern. The coexistence of texts and pictures 
complicates the reading process, the communication process here will be partially 
simultaneous. That is，the participants will know that they have to take into account 
both the visual and the spoken/written elements at the same (or similar) time(s). Since 
at present, it is very difficult to tell whether there is a universal pattem of reading 
advertisements (as Vestergaard and Schoder have suggested), or whether readers just 
randomly pick out what they like to read, perhaps the ethnography of communication 
approach may help in solving this problem. It might be possible that the reading 
process will be different for different participants. That is, perhaps one particular 






another group will find the pictures more eye-catching. This is something that this 
study would like to look for. 
Genre is likely to affect the norms of interpretation in some ways. 
Knowing that it is an advertisement, the participants may have some ideas that it is not 
always feasible to read an advertisement literally, or else, they will find the 
advertisement strange and will be unable to get the message behind it. Tanaka, K. 
(1992) has given the example of an advertisement for the London Transport containing 
the phrase "Less bread. No jam.". If taken literary, they can only refer to some kind 
of food that we eat for breakfast. What the copywriter intends, however, is the 
interpretation of "bread" as money and "jam" as traffic congestion. The whole 
message is that not only can one pay less, but also avoid traffic congestion by taking 
the London Transport. In view of this, genre to a certain extent may affect the norms 
of interpretation of the communicative event, in this case, advertising. 
There is another factor which may also be affected by the participants; 
this is the norms of interpretation. While writing an advertisement, the copywriters 
(P2) will have some ideas of who they are writing the advertisement for, that is，they 
will know who the other party of participants (P3) besides themselves are in this 
communicative event. This kind ofinformation is provided by their clients (P1). The 
copywriters are trying to write something which this particular group of people (P3) is 
likely to understand (because they are the group that will read the advertisement). In 
order to receive the message correctly, P3 has to depend on their own norms of 
interpretation. Different groups of participants (in this particular case, "different 
groups" is used to refer to people with different social backgrounds) may have 
different norms of interpretation and these norms determine whether they can get the 
message that is introduced by the advertisement. As mentioned before, the norms of 
interpretation will include knowledge of those techniques of foregrounding that may be 
found in advertisements. If the copywriters have the presupposition that the 
participants do not have this kind ofknowledge, they will not employ these techniques 
when writing the advertisements. There is no point for the copywriters writing 
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something that they think that the readers are not going to understand (unless it is a 
special strategy to impress the readers). Shared common cultural knowledge or its 
lack may also be a factor in determining whether the participant can interpret the 
advertisement. This requirement has to be fulfilled in order for communication to take 
place. "Communication can only take place when there is knowledge in common in 
first place." (Cook 1992:150). For instance, we find a phrase "Explore the Ocean" in 
an advertisement (which is one of the advertisements that is included in the 
questionnaire used in this study); "Ocean" literally means the sea, but it is also the 
name of a shopping mall in Hong Kong (Ocean Terminal). Without this knowledge, 
P3 will be unable to appreciate the advertisement which has adopted the technique of 
the pun. Understanding the literal meaning of an advertisement, usually will depend on 
the linguistic competence of the participant. That is, P3's linguistic competence will 
determine whether P3 understand the language or not (in this case, whether P3 
understands the word "Ocean" have the meaning of the sea). To get the extended 
meaning, P3 must have some knowledge with reference to the culture of that particular 
society (that is whether P3 knows that there is a shopping mall in Hong Kong known 
as the Ocean Terminal). With these two kinds of knowledge, P3 can then get the 
intended message (both the literal and extended messages) and thus fully appreciate the 
advertisement. A lack of either of them may lead to an incomplete understanding or 
even a distorted interpretation of the advertisement. 
These kinds of knowledge may vary from people to people. For 
instance, the linguistic knowledge of an L2 learner may not be as rich as his cultural 
knowledge of the society. As for a native speaker, he is likely to be well acquainted 
with both linguistic and cultural knowledge. This difference may be the determining 
factor that explains why there may be different interpretations of the same 
advertisement for these two different people. Even L2 learners may vary in their 
linguistic and cultural knowledge. This is exactly what is interesting when studying the 
reading of advertisements by L2 learners in a place like Hong Kong. There is no point 





since they lack the appropriate cultural knowledge. Only by looking at subjects with 
both linguistic and cultural knowledge, can one investigate why people with these two 
types of knowledge process the messages in a similar or different ways. What the 
researcher would like to achieve in this study is similar to what Sperber and Wilson 
have suggested : 
The communicator's (P1) informative intention may be manifest without 
being mutually manifest and it may, of course be more manifest to some 
people than to others. (SperberandWilson, 1986:99) 
The current researcher wants to find out the causes of such a phenomenon. What this 
study would like to do is try to determine if this difference is due to variations of some 
social factors which are closely associated with P3. 
From this section, one can see that the different components in an 
advertisement are closely related to each other; each one affecting the others in some 
sense. If we put the code in the centre, we can see the relationships between code and 
many other components. And if there are any changes in any of these components, the 
language use is very likely to be affected in some ways. In this thesis, the focus will be 
on one of the factors, participants, especially P3 in relation to the code. If there are 
any differences in P3 (different groups of people), perhaps there needs to be a change 
in the language form. The researcher will also examine the relationships between 
participants and the norms of interpretation, that is，try to discover if people interpret 
the same advertisement differently owing to the difference in the norms of 
interpretation which are likely to be affected by their difference in social background. 
A number of copywriters say that they do not follow specific rules 
when writing an advertisement, but usually write what pops into their minds while they 
are planning the advertisements. However, if this study is able to find out any of these 
relationships, then they can be applied to the copywriting of advertisement. For 
instance, if it is found that a certain group of people may prefer a certain technique of 
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language usage, perhaps the copywriters can take that into consideration when writing 
advertisements in future. 
The above discussion gives a rough idea of the different interactions of 
the components in the communicative event of advertising. Since the focus in this 
thesis is the code in relation to the other components, in the following chapter there 
will be a detailed discussion on the code in advertisements. 
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Chapter 4 
Language usage in Advertisements 
4.0 This chapter will be devoted to a general account of the language usage 
in the advertisements, which means that the communicative event of advertising will be 
studied from the linguistic perspective. 
4.1. Linguistics and Advertising 
The field of advertising has already been studied by a number of 
linguists: Leech, G. (1966)，Jefkins, F. (1978), Tanaka，K.(1994), Vestergaard, T. & 
Schroder, K. (1985). Leech's approach to the study of advertising language is more on 
the linguistic side, studying the grammatical elements in a descriptive way. Leech's 
(1966) work can be used as the basis for further research on advertising language. He 
gives a very brief introduction on areas such as verbal groups, nominal groups, and 
different types of clauses in advertisements. He focuses on language alone and does 
not take into account the other elements (such as the layout of the advertisement, the 
pictures) that make up an advertisement. Tanaka (1994) pays more attention to the 
discussion of the meanings embedded in the advertisements. In other words, he has 
gone deeply into the different connotations that can be found in the advertisements. 
His emphasis is more on the communication in advertisements through language, 
taking the semantic / pragmatic approach. Jefkins (1978) studies advertising language 
by examining the different techniques used in various advertisements. These 
techniques include alliterations, puns, metaphors and so on. Again, he looks at 
language alone without making reference to other elements. Different from Jefkins' 
study, the study of advertising language by Vestergaard & Schroder (1985) is very 
close to the sociolinguistic approach (cf. Garfmkel, 1978). They look at advertising 
language in relation to society, dealing with issues such as gender and social classes. 
All these different studies, ranging from the lexical approach, the 
pragmatic approach, the syntactic approach to even the phonological approach, throw 
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light on how language works in advertisements. What the researcher is going to do 
here in the following section is to give some brief descriptions of language usage in 
advertisements, from the perspective of the copywriters who are responsible for 
attracting the readers' attentions through language usage. 
It is the job of the copywriters to try to attract the attention of readers 
through the linguistic elements of an advertisement. They have to consider what kinds 
oflanguage usage are likely to impress readers. One of the ways to do this is to make 
use of some techniques of foregrounding (Leech, 1969; Crompton, A. 1989). 
Therefore, one often finds these different techniques of foregrounding being used in 
advertising. Techniques of foregrounding involve such things as puns, metaphors, 
repetition, alliteration, parallelism, juxtaposition of contrastive concepts, lexical 
creations and others. The employment of such "deliberate linguistic foregrounding" 
0-eech, 1969:57) is also found in the field of literature, although it is not designed 
exclusively for literary use. (Leech, 1969; Cook, 1990). These techniques are not 
exclusively designed for literature because in our daily lives (in conversations, 
newspaper, and many other events), we frequently come into contact with them. For 
instance, in our daily conversations, we may often find metaphors. Metaphors on the 
one hand, can serve as attention attracting device; on the other hand, they are used in 
such a way that we may not be aware of their presence, that is，we may even have 
used metaphors unconsciously. It is only in the former case that they are considered as 
techniques of foregrounding. This applies to some other techniques like repetition， 
juxtaposition of contrastive concepts, etc.. The main difference between the 
techniques of foregrounding found in literature and in our daily lives is that those 
techniques in the former genre are usually presented in such a way that the readers can 
"look with a high level of awareness" (Lemon & Marion，1965:65). In other words, 
the readers are very likely to be conscious of the presence of such techniques, which is 
just the opposite of the case when such techniques are used in our daily lives. The 
copywriters writing the advertisements are like poets who write poetry, since the 
copywriters, when using these techniques in the advertisements, will like the readers to 
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be aware of them and appreciate them. Thus, copywriters try to present the techniques 
in such a way that readers are very likely to aware of their presence. This may be 
different from daily conversations, when the speaker uses a particular technique, he or 
she may not have the intention that the others aware of that usage. 
Techniques of foregrounding in advertisements besides attracting 
attention, can also bring out the key (emotional tone) of the advertisements. For 
instance, the readers may find a certain advertisement funny or serious because of the 
use of certain words or phrases. In most cases, this can be attributed to the use of 
linguistic foregrounding or to some other special treatments towards the words. Of 
I course, the key of an advertisement may depend on both the language usage and the 
I pictures, and most probably, both elements together may give a greater impact. 
: 考 
,.圣 
The techniques of foregrounding that copywriters use should also be 
, closely related to the shared knowledge of the readers. If the copywriters have 
V； 
a adopted some techniques of foregrounding, certainly, they will want the readers to 
take note of them and appreciate them. This has something to do with the shared 
j 
； common knowledge (both linguistic and cultural knowledge) of participants (both 
copywriters and readers). This knowledge, on the one hand, enables the copywriters 
to apply the different techniques of foregrounding in the advertisements; on the other 
hand, it helps the readers to interpret the advertisements so as to be able to draw the 
、丨 
1 inferences intended by the copywriters. Thus, in order to appreciate these techniques, 
it is crucial that the readers do have the shared knowledge. In the following section, 
j the researcher will try to focus on some of the techniques of foregrounding that are 
j frequently used by copywriters when creating advertisements. 
4.2. Different Techniques ofForegrounding 
I As mentioned before, the different techniques offoregrounding used in 
！ advertising, most of the time, will involve plays on words (puns), metaphors, 
alliteration, repetitions) as well as a lot more. In the following section, some examples 
ofthese techniques that are frequently found in local advertisements will be given. The 
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discussion of the use of the different kinds of linguistic foregrounding will begin with 
metaphor, which is one of the very common techniques that one will find in daily 
usage. 
4.2.1. Metaphor 
Metaphor^ is a "rhetorical device of giving something a name that 
belongs to another thing for the purposes of emphasis or ornament" (Wendell, 
1992:222). In order to understand a metaphor, one has to infer the meaning from the 
"semantically inappropriate meaning" (what will be called the "obvious meaning" in 
this study). This meaning will trigger the extended entailments of the metaphors. 
(Wendell, 1992:222) The advertisement in Plate 1 (in Appendix III，all the 
advertisements that are discussed in this chapter can be found in Appendix III) is an 
example where metaphor has been used. The word "Language" has the meaning of the 
tool that one uses in order to communicate, to talk with others. This is the "obvious 
meaning" which one can find in the dictionary, however, here it is not the intended 
meaning, since when this word is put in the context of this advertisement for fashion, 
the word "Language" has a metaphorical meaning of "style". What makes this 
technique an attention attracting device is that the "obvious meaning" does not fit in 
the context of the advertisement and this is a semantically inappropriate meaning. 
Adopting the Relevance Theory (Pilkington, 1990)，such meaning will be an irrelevant 
one, it will then trigger the readers to search for one which is more appropriate (the 
relevant one). It may be this process of looking for another meaning which makes the 
readers remember the phrase, and this process is more likely to impress the readers and 
attract their attentions. 
A relatively more difficult example of metaphor can be found in Plate 2. 
The two words "In" and "Out" in "In This Year" and "Out This Year" function as 
4 Some most commonly used techniques of foregrounding are repetition (it is found in 25% of 
the advertisements that were collected in this study), followed by parallelism (23%), alliteration 




adjectives, which give the meanings of indoor and outdoor. Metaphorically, these two 
words mean in vogue and out dated respectively, especially when they are put in the 
context of promoting fashions. This advertisement is difficult because the unobvious 
meaning is not the metaphorical one of "in vogue" and "out dated", but the "indoor" 
and "outdoor" meanings. The metaphorical meaning may be the one that the readers 
may get automatically (because of the context). With the non-linguistic cues 
(pictures), the metaphorical meaning may not be appropriate, because the picture does 
not show any sign of in vogue fashion. On the contrary, the picture where the phrase 
"out this year" is found portrays a young man who is dressed in a much more 
fashionable way. With this non-linguistic cue, one has to reject the metaphorical 
meanings (obvious) and look for another. In this case, the other meanings of "indoor" 
and "outdoor" seem to be more suitable. In this example, what is automatised (the 
meaning that one arrives at automatically) becomes deautomatised. The readers have 
to reprocess in order to arrive at the unobvious meanings. It may be this process 
which can impress the readers and cause them to remember the advertisement. In this 
advertisement, the technique of metaphor is used in a slightly different way from the 
one in Plate 1 (where the metaphorical meaning is not the unobvious meaning). 
However, the processes to arrive at the intended message are basically the same, based 
on the special feature of metaphors in which the readers switch to and fro between the 
literal entailment and the extended entailments. O^ o^r further discussion of this 
example, please refer to Chapter 7) 
4.2.2. Puns 
The pun, being one of the most common techniques of foregrounding 
used in advertising, is a kind of word play which depends on the multiple or special 
meanings of the words. Generally speaking, there are two main types of puns. For 
the first type, both the literal meaning and the extended meaning are relevant, that is， 
there are two versions / interpretations of the advertisement. For the second type of 
puns, only one of the meanings (the literal or the extended meanings) can be used to 
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explain the advertisement. The literal meaning has to be rejected, but it is first used as a 
bridge to arrive at the extended meaning, and then only the extended meaning will be 
considered as appropriate.^ Plate 3 is a very good example of the first type of pun. 
This advertisement is about some ladies' accessories (jewellery). The name of the 
jewellery is called "Dream". Therefore, on the one hand, the word refers to the brand 
name of the product; on the other hand, it connotes the meaning that the product is 
something that most people might have dreamt of The product is something that is 
so fantastic that having it may be similar to have a good dream during sleep. 
In fact, the two main types of puns can be subdivided into lexical pun, 
andphoneticpun(Monnot, 1981). Lexical pun has just been discussed. For phonetic 
pun, the pun is derived from the same pronunciation of different words. Adopting the 
example provided by Monnot (1981:69), the phrase "prophet sharing" can be 
interpreted as some kind of religious sharing between the prophets and the followers. 
However, this is not the only interpretation generated. The pronunciation of "prophet" 
(/prpfit7) is the same as "profit" (/pojfitO. Therefore, if we hear this phrase, it is 
plausible that some people may interpret the phrase as sharing the profit. While this 
kind of phonetic pun will be suitable for all advertisements, they work best with the 
i aural channel where the listeners will have to guess which interpretation matches the 
advertisement without any hints from the written channel. 
I； r; 
f^  : 4.2.3. Repetition 
Repetition is another technique which can easily be found in 
advertisements. Repetition can be of different forms. Lexically speaking, sometimes 
we may have the same word(s) or phrase(s) repeated a number of times in the same 
advertisement. With reference to the previous example of the jewellery (Plate 3)，in 
the two phrases, the prepositional phrase "of you" is repeated, appearing at the end of 
i each phrase. This repetition echoes the theme that the product is something that 
belongs to "you", something that "you" own. In addition, the repeated use of "you", 
5 For an example of this type of pun, please refer back to Chapter 3，section 3.3.. 
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seems to stress the close relationship between the advertisers and the readers, and it is 
quite clear that the advertisers are addressing the readers directly once the readers 
read the advertisement. Besides having lexical repetition (the repetition of the 
vocabulary items), we also have the repetition of grammatical structure. The syntactic 
structure of these two phrases is the same. They have the same pattern of : "Noun 
Phrase ^Determiner and Noun) + Prepositional Phrase (Preposition and Noun). This 
technique is known as parallelism. This advertisement is a good example of how 
repetition can be represented both lexically and syntactically. 
Repetition can also be realised phonetically, through alliteration. In this 
1 technique, what is repeated is neither syntactic nor lexical, but phonetic. According to 
I 
Jefkins, alliteration is: 
1 ;l 
I "the repetition of sounds, whether letters ofthe alphabet, prefixes, sufFixes, 
i syllables or initial letters ” (Jefkins, 1976) 
In Plate 4 we can find that alliteration has been used in "city" and "smart", both have 
the "s" sound as the first sound of the word, /siti/ and /smcut/. Even though Jefkins 
has suggested that any repetitions of sounds in any positions should be regarded as 
alliteration, usually, only repetitions that appear in the initial consonant position of a 
word are called alliteration. For repetitions of sounds in other positions, other names 
.1 
i will be used. For instance, repetitions of sounds at the end of the words (final vowel 
and consonant) would rather be regarded as rhyming instead of alliteration. 
Unfortunately, the researcher has not been able to find any examples ofrhyming in the 
•'\ advertisements that have been collected. This may suggest that this technique may not ,1 
be so common in Hong Kong. What has been discussed so far in this section shows 
that repetition can be in the form of lexical, structural (parallelism) or phonetic 
i repetition (alliteration and rhyming). In order to avoid any confusion, from now on 
these three types of repetitions will be treated as separate techniques. Therefore, the 
term repetition would be referring to lexical repetitions only, parallelism and 
alliteration will be used to refer to the other two types respectively. 
50 
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4.2.4. Lexical Creation 
The above discussions can be summarized as follows: puns are a matter 
of lexical aspect of language; repetitions of syntactic form is parallelism; and 
alliteration is the repetition of phonological form. Besides these techniques, there are 
some which can be realised in the lexical form. Lexical creation is one of them. Plate 
5. is an example of lexical creation. The word "Paris" (capital of France) is a proper 
‘ noun. However, when it is put after the adverb "very", it takes up the role of an 
I adjective. Most probably, the copywriter is trying to suggest the meaning ofParis-like. 
I In this case the copywriter is creating a new meaning for the word "Paris" because he 
I 
is assigning a new function (adjective) to the word, which has not been recorded in the 
dictionaries. 
:.p 
4.2.5. Juxtaposition of Contrastive Concepts 
The juxtaposition of contrasting ideas is again a common technique 
found in advertising. This technique serves as an attention attracting device. For 
I 
instance, in Plate 6，we have "100% Legal" and "0% Fair". "100%" and "0%" are 
I 
degrees on the two extreme ends. This juxtaposition is used as a means to gain the 
readers' attention. In this specific example, the layout of the advertisement also has 
some influence. The phrase "100% Legal" is put on the top of the page in the middle, 
but the phrase "0% Fair" is located at the bottom of the page. This contrast here 
suggests that this technique is not confined only to language, but can also be applied to 
the layout. Another illustration of such a technique can be found in two phrases in the 
same advertisement. "Approved by FEFA" and "Despised by the opposition". 
"Approved" and "Despised" bear contrastive meanings. Something that is approved is 
something that is accepted by most people, but straight after this phrase, there is 
another one expressing an opposite view, saying that this approved product is despised 
by some people. 
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4.2.6. Abbreviated Grammar 
One other characteristic of the advertising genre (in terms of language) 
is that one can frequently find sentences or phrases in which abbreviated grammar 
(Leech 1966) has been used. Abbreviated grammar refers to the simplification of the 
grammatical structure of a sentence. Usually, it is the verbs (main or auxiliary) being 
simplified. Referring to the advertisement in Plate 6，the two phrases "Approved by 
¥JFA. Despised by the opposition." share passive structure. The subject and the verb 
； 
"is" are removed from both phrases. The inflection "-ed" indicates the passive 
structure of the phrases, so this example can only be an example of partial abbreviation 
'! of grammar. Although the subject and the verb "to be" is removed, it is unlikely that 





Ellipsis is another way which may also be grouped under the category 
！ of abbreviated grammar. Ellipsis is leaving out part of the element in the sentence (it 
i can be an agent, an article, etc.). For instance, in Plate 7，we have "more than you can 
. • ) 
say". This phrase in full should be "something that one has done or said is more than 
what you can say". The agentive phrase is missing. Even though the agent is omitted, 
it is known to the readers. Similarly, in the phrase found in Plate 6, "More swerve. 
More power. More control", the agent is again missing, but most readers will know 
that the agent is the one who uses the product (in this case, wearing the shoes). In 
other words, the message is that the one who wears the shoes is going to have more 
swerve, have more power and finally more control. In most circumstances, ellipsis will 
not cause misunderstandings of the message because the information omitted due to 
the use of linguistic simplification is assumed to be some basic (universal) shared 
knowledge common that both the copywriters and the readers have. Ellipsis occurs 
often in daily conversations; all of us will allow short answers ofany kind. Most ofthe 
time, we will not require or even expect complete sentences. The same applies to 
advertising. It is the "norm" to find abbreviated grammar in advertisements. 
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What is suggested here is that the ability to read those lines where 
abbreviated grammar is used in the advertisements is based on the common knowledge 
that the advertising genre is well known for its simplicity in grammatical or syntactic 
I structure. In most cases, this is because copywriters want to preserve economy of 
space. To read through abbreviated grammar involves more than language, it also 
involves the conceptual level. It is assumed that no specification is necessary as most 
丨  
I ellipses are well understood. In view of this, the researcher will prefer to regard the 
use of abbreviated grammar and ellipsis of any kind as being a way to avoid 
redundancy and repetition instead of being an intended special treatment towards 
language as puns, alliterations, and metaphors are. In other words, the researcher 
chooses not to treat the use of abbreviated grammar and ellipsis as a form of linguistic 
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丨 43. Justifications ofUsing the Techniques ofForegrounding in Advertisements 
i • • After some brief reviews of what the techniques of foregrounding are, 
:| one has to consider whether it is necessary to use such techniques in advertising. The 
,I 
question of whether or not to employ the techniques of foregrounding in advertising 
1 has long been an issue which has invited opposed comments from different directions. 
I Those who support the use of linguistic foregrounding believe that such techniques 
are useful in attracting attention and impressing readers more. Those who oppose 
such usage believe that the readers "will not stop to decipher the meaning of obscure 
headlines" and 
any trace ofliterariness in an advertisement is fatal to its success.... 
A good advertisement... must be immediately comprehensive and 
directly moving." (Ogilvy, 1986:222) 
This opposing party suggests that the employment of some techniques of 
foregrounding will only be an obstacle to the transmitting of the message from 
copywriters to readers. 
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Interviews with some local copywriters indicate that they neither 
support nor oppose the use of techniques of foregrounding. Most of them will agree 
1that while writing an advertisement, they do not follow any specific rules, they just 
take whatever pops into their minds that they think will work and sounds good. In 
other words, the copywriters are taking a more practical approach than the linguists. 
I These kinds of debates over the appropriateness of the use of linguistic 
' .; '^ • foregrounding are particularly vigorous when it comes to the use of the pun, because 
•'i reading puns has to do with the understanding of multiple meanings of words. When 
• . 丨 
the readers come across a pun in an advertisement, usually they cannot take the literal 
meaning as the interpretation. The use of puns in advertisements is so popular that 
most people think that they enjoy a high status in the field of advertising. This view is 
supported by Sherzer. He says that puns are extremely suitable for advertising because 
they are 
most often considered to be humorous in intention, inappropriate for 
serious discourse, but highly appropriate for advertising. (Sherzer, 1978:345) 
Similarly, Tanaka makes a comment about the function of the pun in advertising, 
supporting the employment of puns in advertisements: "Attraction cannot be gained 
without the use ofpun" (Tanaka, 1992:94). 
However, in fact, it is not true that puns are always welcomed in 
advertising. Leech (1966) regards the use of the pun as trying to make the language 
ambiguous because the same word may have more than one meaning at the same time. 
The readers have to decide which meaning has been used in the advertisement. Redfem 
(1985 :130) says that it is "out of date to pun in advertising". 
For techniques like metaphors which involve the interpretations of more 
than one meaning, the readers have to decide which meaning best suits the 
advertisement, they have to determine which one is the unobvious meaning (the one 
that the copywriters would like the readers to arrive at). Again，for metaphors, there 
may be more than one meaning (the literal entailments and the metaphorical one) that 
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the readers have to consider. These cases may be difficult for some readers (in terms 
of understandings and communication). Of course, not all the techniques of 
foregrounding may lead to more than one meaning. There are some other techniques, 
like repetition, alliteration, and the juxtaposition of contrastive ideas, which, in most 
cases, do not change the meanings of the advertisements. 
Putting theoretical arguments about the appropriateness of the use of 
linguistic foregrounding in advertising aside and observing empirically what is 
I happening in the advertising field at the present moment, we still find the existence of 
I techniques of foregrounding in almost every advertisement. Sometimes, we find even 
j a combination of four or five techniques at the same time. While it must be admitted 
j that there are always pros and cons for the same argument, for this particular argument 
concerning the use of linguistic foregrounding in advertising, it seems that, although 
i the use of such skills is not a must, it will be an advantage for advertisements. That is 
I why it is still worthwhile to spare some time to study these techniques of 
• I 












5.0 This chapter is a report of how this study was conducted. It covers 
three main aspects: (i) the design of the research (5.1.); (ii) the collection of data 
(5.2.); (iii) and finally the analysis of data (5.3.). Under the section on the design of 
the study, the instruments used and how they were set will be discussed. A brief 
account of the instrument (in this case, a questionnaire) will be given but for complete 
details, please refer to Appendix IV. The section on Data Collection will include 
information such as what kinds of subjects were chosen, the reasons for making such a 
choice and the actual procedure for carrying out the study. The final section of this 
chapter will be a description of the tools used for the analysis of data. 
5.1. Research Design 
The research was conducted by means of a questionnaire which was set 
in English. It was divided into three sections. In section I，the subjects were given 
eight advertisements to look at. All the eight advertisements had employed mainly the 
technique of foregrounding of pun or metaphor. The subjects were asked to read each 
advertisement and then to rate the advertisement one by one on three main aspects: 
the language of the advertisement, the picture of the advertisement and the final overall 
impression on it. For each aspect, the subjects had to rate from 1 to 5 along a number 
of semantic scales (attractive vs. unattractive; interesting vs. boring; offensive vs. 
pleasing; uninspiring vs. impressive; creative vs. unimaginative; ineffective vs. 
effective). In addition to this rating, the subjects were also required to give their 
interpretations (the literal meaning or the extended meanings for puns, the obvious and 
unobvious meanings for metaphors) of some of the key words (phrases) taken out 
from each advertisement. They were asked what they thought the words / phrases 
meant. In section II of the questionnaire, the subjects were given eleven texts to 
read. All these texts were again taken from advertisements found in three magazines 
1 
丨 5 6 




I (the choosing of these three magazines will be discussed in 5.2.1.). In this section, 
1 
1 
i only the linguistic element (but not the whole picture) was given to the subjects. 
Section III of the questionnaire is concerned mainly with the collection of information 
about the personal particulars of the subjects, such as gender, educational level, 
I occupation, amount of exposure to English, etc.. 
i 
5. 2.0. Data Collection 
The questionnaire was distributed over a three month period from July 
1995 to September 1995. Over 500 questionnaires were given out, 322 were return, 
of these 322 questionnaires, 21 were incomplete and 32 could not be used because 
they do not satisfy some of the conditions (either with some missing information which 
is very important, or the subjects are under 24 years old. This age factor will be 
discussed in 5.2.2.). In the end, only 269 questionnaires could be used for analysis. 
With these 269 questionnaires, 100 subjects are male and 168 are females (one subject 
forgot to fill in the information on gender). The subjects did the questionnaire without 
any supervision and there was no specific time limit for finishing the questionnaire. 
Before carrying out this research, a small scale pilot test had been 
conducted (with 20 subjects). The pilot test, on the one hand gave information for 
further improvements of the questionnaire; and on the other hand, provided some 
guidelines for deciding the obvious / unobvious meanings of the different words / 
phrases that the subjects had to interpret. 
In the next two sections, the focus will be on the tool that was used to 
collect the data (the instrument), and details will be given on the subjects ofthis study. 
5.2.1. Instrument 
The instrument used in this study is a questionnaire in which nineteen 
advertisements (in English) were used. All of these advertisements were taken from 
three local Chinese magazines QSfext Magazine, East Week and Ming Weekly). All of 






magazines but not others was that some surveys done by local survey institutes 
I 
suggested that these three magazines had a very high population of readership. (Fig. 4 
. . , i 
•i . 
in Appendix V). They were ranked among the best selling magazines (among other 
local magazines) in Hong Kong. The nature of the three magazines are quite similar: 
all of them are for leisure reading, focusing on content like "hot" gossip, informational 
knowledge and entertainment. The reason for choosing this type of magazine is that 
the readership may be of a wide range (readers of these three magazines can range 
from students to housewives, and perhaps businessmen) as compared to other types 
like financial magazines, fashion magazines, etc.. Because of this reason, the 
advertisements found in these magazines may have more variety. Besides having a 
wider scope of readership and being the best-sellers, these magazines have more 
advertisements (as compared to those having a lower sale) because of their high rate of 
readership. Every company that advertises will like their advertisement to be read by 
as many people as possible. As a result, those magazines with higher rate and wider 
range of readership are likely to attract these companies to publish their advertisements 
there. This will give more choices for deciding which advertisements best suit the 
questionnaire. Since these three magazines are very popular in Hong Kong, the 
subjects when given the advertisements (taken out from the magazines) to read will 
not find them new or unfamiliar. 
There is one advantage of choosing local Chinese magazines instead of 
English magazines or newspapers (even though more English advertisements can be 
found here). If those advertisements when appearing in Chinese press (or magazines) 
are in English, then most probably, there will not be any Chinese translations. If the 
advertisements have both English and Chinese versions, usually, the Chinese version 
will be adopted for the Chinese media (as discussed in Chapter 3，the channel may 
influence the code in the case of advertising provided that two alternatives are given). 
Without the Chinese version, we can rule out the variable that the readers are 
influenced by the Chinese counterpart (the linguistic element) when reading the English 
version. We can be quite sure that the interpretations of the advertisements (especially 
1 
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with reference to the language element) will not be affected because the readers have 
not had a chance to read the Chinese version of the same advertisements and thus the 
I 
•, :i 
interpretation is likely to be quite "original". 
The collection of advertisements was over a year or so (from January 
1994 to April 1995). Within that period, all the English commercial advertisements 
that were found in the three magazines were taken out. The reason for looking only at 
commercial advertisements is that these are advertisements that people are likely to 
pay more attention to as compared to other types of advertisements such as public 
service advertisements and classified advertisements. In addition, commercial 
advertisements are much easily found in magazines as compared with public service 
advertisements. In the three magazines that were looked at, the advertisements can be 
divided into three types: Chinese advertisements, English advertisements, and other 
foreign language advertisements. 
Under English advertisements, there are three sub-categories. The first 
one is advertisements having only the brand name in English (with no text in either 
English or Chinese); the second category is advertisements with English texts (that is, 
using English in the body of the advertisement in the form of short sentences or even 
long paragraphs). The last category is advertisements using both English and Chinese 
(bilingual). The distributions of these three types of advertisements are quite similar 
and stable for the three magazines. A small scale research was done in March / April 
1995. The number of advertisements appeared in the three magazines was counted for 
four consecutive weeks. For Ming Weekly and Next Magazine, about 10% of the 
advertisements have English texts (around 80% are Chinese advertisements). For East 
Week, the percentage of English advertisements is a bit low, about 6%. For our 
purpose of study, the researcher only took into consideration those advertisements 
with English texts alone. 
After the collection of these advertisements, they were analysed one by 
one, and were classified into different categories，based on the different techniques of 
foregrounding that were used in each advertisement. Within a year, over 200 
. , .1 
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advertisements were collected. After classifying the advertisements into different 
categories, the next job was to pick out those advertisements containing the relevant 
techniques offoregrounding that the study wanted to look at and that were to be used 
in the questionnaire. With the analysis of these advertisements, it was discovered that 
in most cases, more than one technique of foregrounding was used; very often, a 
combination of techniques of foregrounding were employed. Among the many 
different techniques of foregrounding, there were certain techniques which were more 
frequently used than others. This study focused on the six techniques of foregrounding 
that were most common in the advertisements collected. These six techniques are pun， 
metaphor, alliteration, parallelism, lexical creation and juxtaposition of contrastive 
concepts. 
After a brief general account of the criterion for choosing the 
advertisements for the questionnaire, some details concerning each section of the 
questionnaire (especially individual advertisements) will be the next focus. In Section 
I，the subjects were given eight advertisements to read. These eight advertisements 
were in their original form but were reduced to one quarter of their original size. The 
primary reason for reducing the size of the advertisements was to avoid making the 
questionnaire too long. In addition, it was too costly to have the advertisements 
colour-photocopied in their original size. The reasons for giving the subjects the full 
picture of the advertisement is that from the ethnography of communication approach, 
the whole is greater than the sum of its parts. With this in mind, each different element 
in an advertisement (pictures, colour and language, etc.) will to some extent affect the 
interpretation of the subjects. Even though the focus is on language, it is also 
necessary to pay attention to the interactions of the other substances that make up an 
advertisement, because they are likely to affect the subjects' views on the 
advertisement as a whole. Giving the subjects the whole picture of the advertisement 
made it possible for the study to gather information about the role that language plays 
in advertising and the relative importance oflanguage with reference to other elements 
in advertising. 
I 
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For each advertisement, the subjects were asked to rate the 
advertisements on a 5 point semantic scale. In order to minimise position efFect, not all 
the positive adjectives were put to the left or the right of the questionnaire. In the 
analysis session, the scale was converted so that the higher the number, the more 
positive the response. 
Besides ratings on language usage, non-linguistic elements and general 
impression on the advertisement, the subjects had to write down their interpretations 
of two words or phrases taken from each advertisement. By doing so, the subjects 
would demonstrate whether they got the message from the advertisement or not and 
whether they could get only the obvious meaning or the unobvious meaning or both at 
the same time. In some cases, there might be a control in each pair, but for some 
situations, both words / phrases are experimental. This is to avoid having the subjects 
habitually thinking that all the words may have more than one meaning. For instance, 
the word "write" in advertisement 2 is a control, it only has the meaning of recording 
something. In the following section, each advertisement in Section I will be discussed 
one by one. 
Ad. 1 : In advertisement 1，"East" and "West" were the two words that the 
subjects were asked to interpret. The technique used is metonymy. Both words have 
the meanings of Asia (Asians) and Western countries (Westerners) respectively, but in 
the advertisement, they are associated more with Oriental and Western style of 
fashion. Therefore, the obvious meanings for the two words are Asians and 
Westerners; the unobvious meanings are clothing and culture of Eastem and Western 
style. 
Ad. 2 : "Double Life" in advertisement 2 has the meaning of working life and 
daily home life, or simply different life styles or having different occupations, but 
metaphorically it refers to the quality of the pen, being both a mechanical pencil and a 
ball point pen inside the same body; it may also refer to the different colours that the 
pen can give. 
Ad. 3 : The word "Language" besides having the meaning of the means for 
communication, it also has the metaphorical meaning of style. 
I 
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Ad. 4 : The phrase that the subjects need to interpret is "In Time". It is an 
idiomatic expression which means at the right time and never too late. This will be the 
obvious meaning for the phrase. This phrase can also have the metaphorical meaning 
(which is also the unobvious meaning) of timepiece . 
Ad. 5: The word play is found in the word "brainwash". The word means 
forcing the people to forget something and trying to impose some new ideas on them. 
That will be the obvious meaning in this advertisement. The pun falls on the element 
"wash", punning with the design of the product which looks like a washing board 
(unobvious meaning). 
Ad. 6 : The pun is on the brand name of the product "Escape". On the one 
hand, it is the name of the product (that is the unobvious meaning), but literally, the 
word means run away from something (the obvious meaning). This may suggest that 
after using the product, one can escape from something that has been bothering one for 
some time. 
Ad. 7 : The pun here also falls on the name of the company. There is a 
shopping mall in Hong Kong known as Ocean Terminal (this will be the unobvious 
meaning), but literally, the word "Ocean" simply means the sea (the obvious meaning). 
Ad. 8: With advertisement 8，"In This Year" and "Out This Year" can be 
referring to being in vogue and outdated respectively (the obvious meaning)，however, 
they also have the meanings of indoors and outdoors, which are the unobvious 
meanings, at the same time, they are the intended meanings of this advertisement. (For 
detail discussion of this example, refer to Chapter 7) 
The subjects were invited to respond in the language (either English or 
Chinese) that they found most comfortable and convenient. Having the choice to 
choose between English or Chinese would ensure that the subjects could express their 
views without any difficulties because oflanguage barriers. 
In Section II of the questionnaire, eleven texts were taken out from the 
advertisements to be read alone (without any pictures) by the readers. Similar to what 
they had done in section I，they had to rate along the same semantic scale from 1 to 5. 
The only difference between section I and section II was that in section II，the focus 
was solely on the linguistic aspect of the advertisement. The criterion for choosing the 
texts for Section II was to look for the most popular techniques offoregrounding that 
were used for advertising (as found in the case in Hong Kong). The frequencies ofthe 
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different techniques used in the advertisements that were collected by the researcher 
were counted. The one with the highest frequency is regarded as the most popular 
one. Repetition (25%) is among the most frequently used technique, followed by 
parallelism (23%), alliteration (19%), the juxtaposition of contrastive concepts (18%), 
pun (18%) and lexical creation (10%). In fact, it is not common to find an 
advertisement employing only a single technique of foregrounding. This makes the job 
in choosing the advertisements for section II a bit complicated. What was done in 
Section II was to choose the technique of repetition as control, since this technique has 
been most frequently used. Then another five popular techniques were selected to 
look at: lexical creation, contrast, parallelism, pun and alliteration. In most cases, for 
each technique that was looked at in this section, the subjects were given two texts to 
rate: one text employed the single technique and the other was a combination of that 
particular technique and the control (repetition)^. In other words, if some one rated 
higher on the combination of repetition plus lexical creation than repetition plus 
parallelism, having repetition as the control, then we would conclude that this subject 
preferred lexical creation to parallelism. With this way of selecting phrases, the 
results obtained from both texts could be compared and to cross check and confirm the 
subjects' preference. Ifi t was found that a subject had rated high on the pair, then it is 
likely that the subject liked that particular technique. The different techniques used in i 
the eleven texts are as follows: 
Repetition + Alliteration (text i) 
Alliteration + Lexical Creation (text ix) 
Repetition + Lexical Creation (text vi) 
Lexical Creation (text ii) 
Repetition + Parallelism (text iii) 
Parallelism (text iv) 
6 The researcher has tried her best to look for different pairs of techniques, but in some 
cases，there may not be a perfect match between the two. For instance, in text 1, repetition and 
alliteration are used, the best way is to find another text which uses the technique of alliteration 
alone for comparisons, but what the researcher could find was only a text which uses both 




Repetition + Contrastive Concepts + Frustration ofExpected Contrast 
(text V) 
Contrastive Concepts (text vii) 
Repetition + Pun (text x) 
Metaphor (text xi) 
Repetition (text viii) 
The numbers in the brackets indicate the order that these texts appear in the 
questionnaire. The reason for putting these texts in a randomised order is to prevent 
the subjects from overtly noticing that the researcher would like to look at certain 
techniques of foregrounding used in the texts and to prevent the subjects from noticing 
that there was more than one example of such technique. The following section will be 
a summary of the different techniques used in each text: 
Text (i) : Repetition can be found with the use of "new" and "spring" for a 
number of times in this short paragraph. Alliteration can be found in "renewed", 
"revel" and "revitalization"; and in "spring" and "bring", it is the repetition of the CVC 
(Consonant - Vowel - Consonant) structure, which is something more than rhyming, 
but also sharing features of alliteration (partial alliteration), so it may be referred to as 
rhyming with rear alliterations. Generally speaking, the technique of repetition of 
sounds is used in this short paragraph. 丨 
I 
I 
I Text (ii) : "matte look" is an example of lexical creation, usually, we will have 
"good look", "nice look". The word "matte" itselfis an invented word. 
• 
Text (iii) : The pattern of "Verb + Adjective" is repeated four times. In each 
case, the verb "to be" is used to begin the phrase. 
Text (iv) : The pattern of adjectival phrase (Adjective + Noun) is repeated, 
that is, parallelism. "Outstanding" and "Exceptional" are adjectives modifying the 
nouns "style" and "value" respectively. 
Text (v) : The word "blondes" is repeated twice, and the two phrases are linked 
up by the conjunction "but", which indicates the contrast in ideas. In addition, the 
technique of chiasmus is used. This technique is the repetition of structures in a 
reversal order. "The Gentlemen (element A) preferred (element B) the blondes 
(element C)，for chiasmus, one will expect element A followed B and followed by C to 
be repeated, however, the pattern that is repeated is "The blondes (element C) 
preferred (element B) something else (element D)". In this case，there is a frustration 
of expectation. 
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Text (vi) : This text illustrates the use of repetition and lexical creation. The 
word "proof is repeated four times. "Shockproof' is a common vocabulary item, but 
"Splashproof', "Priceproof' and "Boreproof' are all vocabulary items which cannot be 
found in dictionaries but are made up be the copywriters, based on the word 
"Shockproof'. "Shockproof' is "shock" plus "proof which means the product could 
not be damaged by shock. Similarly, if the product cannot be damaged by water, it is 
"Splashproof', and "Priceproof' means that the price of the product is reasonable. 
Finally, "Boreproof' suggests that the product is fascinating. The lexical creation here 
seems to be working on a continuum, from the created word "Splashproof' which is 
closest to the existing vocabulary system (because it is created based on "waterproof') 
to "Priceproof' to the farthest end of "Boreproof'. 
Text (vii) : The two words "Simple" and "Distinctive" represent two 
contrastive concepts. They are put together by the use of the conjunction "but". 
Text (viii) : We find that the phrase "Keep looking" and the word "different" 
being repeated twice. 
Text (ix) : A simple illustration of alliteration, as in "free from formal". The 
phrase consists of four words, but the sound of !ii is repeated in the last three words 
in the initial position. The use of "formal" as a non-count noun is a kind of lexical 
creation, assigning a new function to a word. 
Text (x) : The technique of repetition is found in "No" (which is used to begin \ 
the two phrases); and "tougher" which is used twice. The pun is found in the word 丨 
"case". This word refers both to an abstract legal entity (e.g. a case for prosecution) ' 
or a suitcase, suggesting that using the suitcase makes the event easier. | 
• 
Text (xi) : The metaphor relates to the word "beating". Metaphorically 
speaking, it refers to overcoming heavy traffic and difficult situations, but not the 
surface meaning of hitting. It also suggests that the person who is able to beat the 
traffic is a master of the situation no matter how difficult it is. 
Section III of the questionnaire was used to obtain the necessary 
information with regard to the different social background factors. The main interest 
in this study was to look at how the variation in social factors are going to affect the 
norms of interpretation. In this study, the social factor age was controlled. This 
study looked at subjects falling within a certain age group. The reason for this 
decision will be discussed in greater details in the section concerning the choosing of 
subjects (for further details about the subjects, please refer to 5.2.2.). The educational 
65 
level of the subjects is closely related to their linguistic competence. It is generally 
assumed that the higher the educational level, the better the subjects are in mastering 
the language. Since the factor linguistic competence is one type of shared knowledge 
that a person needs to have in order to interpret an advertisement, it is possible that a 
variation in this factor is going to result in some differences in the norms of 
interpretation. Therefore it is necessary to look at subjects with different educational 
levels (namely the Certificate Level, Advanced Level, Graduate and Postgraduate). 
The amount of exposure to English is another social factor the study is interested in. 
Measuring the subjects' exposure to English is not an easy task. What was adopted in 
this study was the following: subjects were asked whether they used English in their 
work and daily lives, they were also asked to write down the amount of time they 
spent everyday using English in their jobs in terms of areas like writing, speaking, 
listening and reading. This information could then be used to find out whether a 
difference in the amount of time spent on using English could lead to a difference in 
the interpretations of the advertisements. This study was also interested in fmding out 
if the subjects, habit of reading advertisements may afFect the appreciation of 
advertisements. Since a person's previous experience could also be very important, the 
I 
subjects were also asked whether they had ever taken any literature courses. It was j 
hypothesised that perhaps their knowledge of literature studies may help them to -
"decode" the messages in the advertisements. 
5. 2.2. Choosing Subjects 
There are altogether 269 subjects in this study. There were some 
criterion that the subjects had to meet before taking part in this study. They had to be 
working adults (24-40 years old). There are several reasons for setting the age range 
at 24-40. Firstly, according to the statistics provided in the Hong Kong Population 
Projections (Fig. 5a in Appendix V) which are based on the 1991 census, by 1995, the 
age group for 30-34 w;ll have the largest percentage (10.5%) among all age groups in 
the population. The group for 35-39 will be about 10.4%. Together with the age 
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group of25-29 (8.8%)，these three groups (25-39) combine together actually takes up 
about 30% of the total population. This forms the largest share of the total population. 
Secondly, statistics have shown that the majority of the economically 
active population falls in the two age groups 25-29 and 30-34 (Fig. 5b in Appendix V). 
These data are collected in 1991 census, so this group may shift upwards to the range 
of 30-39 by 1995. Since these particular groups have the highest working population, 
it is very likely that they are the main consumers of many products. In order to allow 
some kind offlexibility about the age group, instead of following the census exactly to 
set the age group from 25-39, the researcher rounded off to include one more year at 
each end. The age range thus becomes 24-40 years old. Another point which is 
closely related to this is that by the age of about 30-40, most probably, we can find 
working adults who are well established, who are the ideal customers of most products 
and many advertisements will aim at promoting the goods to them. This group of 
people is likely to be the one that spends time in reading advertisements since they 
have the most purchasing power. 
This age group of 24-40 is likely to have working adults who may vary 彳 
in their levels of educational background : besides fresh graduates who have left 
school for two years, there are also subjects who have been working for more than ten 
years or so. Most important of all, if the amount of exposure to English is treated as a 
variable, then there is likely to have more variations with working adults as compared 
to students. The reason for this is that different occupations will require different 
amount of exposure to English. For instance, a tourist guide may have more chances 
to use English in hisjob as he has contact with tourists every day; while an accountant 
in a local firm may not need to use English as frequently as a tourist guide. Only when 
working adults are studied is one likely to find variations in their time spent on the 
use of English. On the other hand, if students are chosen as the subjects, it is likely 
that their exposure to English will tend to be more or less the same provided that the 
students go to the same type of school (Anglo-Chinese or Chinese schools). With 
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more variations in adults, it may be easier to examine how this variation may affect 
their perceptions and understanding of the advertisements. 
There is another prerequisite requirement for the subjects besides 
falling into the age group of 24-40: the subjects must have achieved at least Form 5 
level. The reason for setting this condition is that the questionnaire is set in English 
(although the subjects are allowed to answer either in English or Chinese in Section I). 
It is believed that subjects below Form 5 standard may not be able to understand the 
English questionnaire, especially the English language used in the advertisements. If 
the subjects do not understand the questionnaire, they may ask somebody to translate , 
it for them. Since the focus of this study is the linguistic aspect of the advertisements, 丨 
translations of any kind (especially when it comes to the cases where the words have 
more than one meaning) is likely to affect the subjects' perceptions and understanding | 
of the advertisements. To avoid this, the best way is to set the minimum at Form 5, j 
since it is likely that at this level, the subjects may understand most (if not all) of the j 
advertisements and fill in the questionnaire by themselves. | 
The distributions of questionnaire is through the researcher's personal | 
contact, that is, through professionals whom the researcher came into contact with. j 
These professionals were from various parts of the society, including accountants, civil | 
servants, clerks from private sectors, lawyers, nurses, social workers and teachers, etc.. ‘ 
These professionals were asked to give the questionnaire to people they had contact 
with, hopefully to result in a wide variety of subjects with different social backgrounds. 
5.3.0. Data Analysis 
After the collection of data, the data were analysed using mainly the 
chi-square test and the correlation test. The chi-square test may help to find out how 
likely the variables that are looked at are related. The relationship between / among 
the variables is reflected through the p-value. P-value less than 0.05 indicates a 
significant relationship. A significant relationship suggests how likely the variables are 
related by chance. The lower the p-value, the less likely that the relationship that is 
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looked at happens by chance. A correlation test is used to find out how likely an 
increase / decrease in one variable may lead to an increase / decrease in another. Such 
relationships are shown through the correlation value (r), which reflects degree of 
correlation and which may range from positive 0.00 to 1. A negative r-value indicates 
an increase in one variable leading to a decrease in another variable. An r-value 
between 0.2 to 0.4 is a low correlation; 0.4 to 0.7 is moderate correlation; 0.7 to 0.9 
is high correlation and finally 0.9 to 1 is very high correlation. 
Before the actual process of applying the different tests, in most cases, 
the data had to be recoded. With the answers that the subjects gave for the 
interpretations of the key words / phrases, the researcher had to classify them into 
different categories: obvious meanings, unobvious meanings or irrelevant answers. 
The classifications had to be based on the guidelines the pilot test gave and also 
discussions with a few native speakers ofEnglish. 
There were some other data that the researcher had to recode, they 
were the ratings that the subjects gave on the advertisements and texts in Section I and ^ 
II of the questionnaire, for each pair of adjectives on the semantic scale, the highest j 
score is 5. The first thing that the researcher had to do was to convert the scale, so j 
丨丨 
that the higher scores stand for more positive feelings. Then, the score for the six pairs 
of semantic adjectives had to be added up, in order to have a total score for the general < 
impression of the advertisements and the texts; the linguistic and non-linguistic 
elements for advertisements 1 to 8 in Section I. The range of score may fall between 6 
to 30 (those who do not like the advertisments / texts at all may have a score of 1 for 
each pair of adjectives, which ends up with a total of 6; if one likes the advertisement / 
text very much, the maximuni that one can give is 30, that is，giving a score of 5 for 
each pair of semantic adjectives). With this range of scores, the researcher had to 
subdivide them into three main sets: 6 - 15, 16 - 20 and 21 - 30. The first set of score 
will be categorized as not favouring; the second set will represent a neutral view; and 
the last set will imply ？ favouring view. It was only after these conversions of scores 
then the researcher could carry on with the analysis. 
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One of the interests of this study is to find out if a difference in social 
background of the subjects is related to their interpretations of the advertisements. To 
rephrase it using the terms from the ethnography of communication, it will be how P3 
(the readers) affects the norms of interpretation. Therefore, the relationship between 
interpretations of the words / phrases that the subjects reported (the information 
collected in section I) and the different social factors (based on the personal 
information collected in Section III) was measured with the help of the chi-square test 
to see if any significant relationships could be found between the two sets of variables. 
Another interest of the study is to find out if different groups of 
participants would have different preference of the language use (i.e. the techniques of 
foregrounding) in advertising. It was hoped that some significant relationships might j 
be found between the different social factors and the subjects' preference of the | 
different techniques of foregrounding used in advertising. In order to examine such a 
relationship, again information collected in Section III and Section II (the ratings that , 
the subjects gave for each text which contains different techniques of foregrounding) | 
of the questionnaire was used. A chi-square test was conducted to study these two j 
variables. | 
The role that language plays in advertising is another area of interest for j 
this study. In order to examine this subject matter, the ratings that the subjects gave * 
for each advertisement in Section I (with reference to the linguistic / non-linguistic 
element and the impression on the advertisement) of the questionnaire were used. A 
correlation test helps in finding out the relative importance of language and picture in 
relation to the subjects' general impressions on the advertisement as a whole. Some 
other functions of language such as whether it is related to the readers' feeling of the 
company after reading the advertisements and their expressed intention to buy the 
advertised product could be found with the chi-square test. In this case, the ratings o f 
the subjects in Section I and Section II (on the linguistic element and relevant 
questions) of the questionnaire, the personal data in Section III was needed. 
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Finally, the attitudes of the readers towards English advertisements that 
are found in Chinese magazines were examined with reference to the different social 











6.0. The main objective of this study is to find out if different groups of 
participants reading English advertisements have significantly different understanding 
of the advertisements and preference of particular techniques of foregrounding used in 
the advertisements. Moreover, the functions of language in advertisements are also 
examined. This chapter will be a report on the findings with reference to these aspects. 
The reasons and explanations of such results will be discussed in detail in the next , 
I 
chapter (Chapter 7). ； I This chapter is made up of four main sections. The findings concerning 
丨 
the interpretations of certain key words in the advertisements will be presented in | 
section 6.1.. In section 6.2., the findings reported are related to the appreciation and j 
preference of some techniques of foregrounding that are used in the advertisements. j 
Section 6.3. will provide information in relation to the functions of language in | 
advertising and how language interacts with the non-linguistic elements that make up | 
an advertisement. Finally, Section 6.4. will be a brief report on the subjects' attitudes | 
towards the inclusion ofEnglish advertisements in Chinese magazines. 
Before proceeding to the presentations of the findings，there are a few ‘ 
things that have to be specified. Firstly, it is necessary to name each advertisement 
that is used in the questionnaire in order to avoid confusion and to aid the readers 
when reading this chapter. The code for each advertisement is summarized in Table 
6.1. From now on, all the advertisements that are going to be discussed will be 
addressed by their codes. Secondly, since some statistical tests are used in this 
research, there is a need to state clearly the levels of significance for these tests. The 
two tests that are used for data analysis are the chi-square test and the correlation test. 
As mentioned earlier in the chapter on methodology, the results of a chi-square test 
will be considered significant only when the p-value is less than 0.05 (Issac and 
Michael, 1989). The lower the p-value, the more significant the finding is. A 
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significant finding suggests that the relationship between the variable that are looked at 
is not something that just happened by chance. For the correlation test, there are 
different levels of correlation: low correlation, moderate correlation, and high 
correlation (Fasold, 1987:104). The value 0.2 to 0.4 shows a low correlation; 0.4 to 
0.7 is moderate correlation; and 0.7 to 0.9 is a high correlation and finally 0.9 to 1 will 
be very high correlation. The last point that needs to be clarified before reporting the 
findings is that only those results that are significant will be presented in this chapter. < I 
4 
i 
Code Descriptions Techniques of Foregrounding Used 彳 
Ad. 1 East Meets West Metonymy } !l Ad. 2 S.T. Dupont Ball-Point or Pencil. When living a Metaphor j 
double life. There is much to write about. 1 
Ad. 3 A Language of your own Metaphor ‘ 
Ad. 4 Fashion In Time Idiom & Metaphor j 
Ad. 5 Brainwash Pun ^ 
Designs to be remembered from Mandarina Duck j 
Ad. 6 Escape for men Pun 
Ad. 7 Explore the Ocean Pun I 
Ad. 8 In This Year. Out This Year Metaphor ^ 
Txt. 1 Once again, it's time to revel in (the) beauty of a Repetition & Alliteration I 
new season. Spring brings renewed hope, new i 
desires, new resolutions. Spring is the moment for ‘ 
revitalisation and renewal, a brand new start and j 
great new looks. 
Txt. 2 The matte look. Lexical Creation | 
Txt. 3 Be you. Be kind. Be true. Be good. Repetition & Parallelism • 
Txt. 4 Outstanding style，exceptional value. Parallelism 
Txt. 5 Gentlemen may well have preferred blondes but Repetition & Contrastive Concepts 
blondes preferred something else entirely. & Frustrations ofExpected Contrast 
Txt. 6 Shockproof. Splashproof. Priceproof. Boreproof. Repetition & Lexical Creation 
Txt. 7 Simple but Distinctive. Contrastive Concepts 
Txt. 8 Boredom isn't the only reason people keep looking Repetition 
at their watch. So different designs (in) as many 
different colours. You'll have to keep looking at it 
to remember which one you're wearing 
Txt. 9 Break free from formal Alliteration & Lexical Creation 
Txt. 10 No man has ever built a tougher case. No case Repetition & Pun 
comes tougher, just more expensive. 
Txt. 11 |Living is ... finding the ways ofbeating the traffic. |Metaphor 
* All the texts are exact wordings from the advertisements 
Table 6.1. Summary of the advertisements used in the questionnaire. 
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6.1.0. Interpretations of advertisements 
For any kind of communication, the most important thing is to make 
sure that the message can be transmitted in an understandable form from the sender to 
the receiver. The same notion applies to advertising. Therefore, it is necessary to look 
at how well the readers can get the message. One of the interests of this study is to 
look at whether the getting of the obvious and unobvious meanings of the 
advertisements has anything to do with some social factors related to the readers. 
< 
Taking an ethnographic approach, the concern here is to explore if a difference in the I 
i 
participants (their social background) is affecting their interpretations of the j t! advertisements. The social factors that are examined are : gender, educational level j 
1 and exposure to English. ！ 
P 
i 
6.1.1. Interpretations of the advertisements and Gender | 
In Section I of the questionnaire, the subjects are asked to write down | 
the meanings for certain words taken from the advertisements (Ad. 1 to Ad. 8) that | 
they read. The first spcial factor that is looked at in relation to the interpretations of \ i the advertisements is gender. The study is interested in finding out if the factor gender | is going to make any difference in the subjects' interpretations of the advertisements, |» 
t 
that is, whether the interpretations of the same word / phrase taken out from the 妹 
advertisement may be significantly different for male and female subjects. Using the 
chi-square test, it is found that the social factor gender does not seem to be playing a 
very prominent role in relation to the subjects' interpretations (of puns or metaphors) 
of the advertisements. No dependency relationship can be found between gender and 
any of the words that the subjects were asked to interpret. 
6.1.2. Interpretations and Different Educational Levels 
The interpretations of the advertisements were examined in relation to 
the different educational levels of the subjects. The reason for looking at this factor is 
that interpreting the advertisement's language requires a certain level of linguistic 
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knowledge. The study is interested in finding out how the different educational levels 
which indicate different levels of linguistic knowledge may be related to the 
understanding of the advertisements. The four different levels that are studied are 
Form 5, Form 7，University Graduates and Post Graduates. The distributions of 
subjects over the four different educational levels are presented in the table below 
(Table 6.2a)，for the words "East", "West", and "Ocean" and "Language" (for the 




Form 5 From 7 Graduate Post Graduate 
East (Ad. 1) ObviousMeaning 90 (Sdo/») 8 (32%) 43 (40%) ~ [ i~~(25%) 丨 
N*=214 Obvious& 17 (46%) 17 (68%) 65 (60%) 33 (75%) j 
Unobvious Meaning 
West (Ad. 1) Obvious Meaning 20 (54%) 8 (32%)" 42 (39%) ~TI~~(25%) | 
N = 213 Obvious& 17 (46%) 17 (68%) 65 (61%) 33 (75%) | 
Unobvious Meaning ! 
Ocean (Ad. 7) ObviousMeaning 21 (66%) 4 (18%) 26 (27%)" 8 (21%)— ( 
N = 1 9 0 Obvious& 11 (340/0^ 18 (82%) 72 (73%) 30 (79%) Unobvious Meaning f| 
Language (Ad. 3) Obvious Meaning 77 (34%) ^ 7 (30%) 14 (14%) _ ^ (13%) ^ 
N = 1 9 3 Obvious& 21 (66%) 16 (70%) 84 (86%) 35 (87%) ' 
|Unobvious Meaning j 
* N refers to the number of subjects in that category. ’ 
Columns which are underlined or italicised indicate a similarity in pattem, such columns will be f 
grouped together later to form another new table. « 
Total number of subjects is 269. Data above excludes missing data, number of subjects for each 
word may be slightly different. 
Table 6.2a. Distributions ofsubjects for the words "East", "West", "Ocean" and "Language" 
over the four educational levels. 
For the words "East" and "West", since those subjects with Form 7 level and Graduate 
level exhibit similar pattem in their understanding of the two words, they are grouped 
together in a collapsed table (Table 6.2b). Since the distributions of subjects for the 
words "Ocean" and "Language" are slightly different from the other two words, they 
will be taken out to form another separate table in Table 6.2c and 6.2d respectively. 
The difference will be discussed later. Therefore, Table 6.2b below will be the 
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collapsed table which shows only the results on the relationships between the subjects' 
educational levels and their interpretations of "East" and "West". 
Form 5 From 7 to Post- Chi-square p-value 
Graduate Graduate value 
East (Ad. 1) ObviousMeaning 20 (54%) 51 (38%) 11 ~~(25%) 7.18 p<0.028 
N=214 Obvious& 17 (46%) 82 (62%) 33 (75%) 
Unobvious Meaning 
West (Ad. 1) Obvious Meaning 20 (54%) 50 (38%)"~U~~(25%) T J p<0.027 
N = 213 Obvious& 17 (46%) 82 (62%) 33 (75%) . 
Unobvious Meaning ! 
df=2 ‘ 
Total number of subjects is 269. Data above exclude missing data, number of subjects for each j 
word may be slightly different. ” 
Table 6.2b. Collapsed Table showing the Relationship between Educational Levels and S 
biterpretations of"East" and "West". | 
The chi-square test shows a dependency relationship between the educational levels I 
1 and the understanding of the advertisements by the subjects. Such dependency i j| 
relationships can be found with nearly half of the words that the subjects were asked to ^ 
interpret (4 out of 10). Firstly, Table 6.2b shows that for the words "East" and ^ 
"West", at the level ofForm 5，more than half of the subjects (54%) reported only the ‘ 
obvious meaning. At the level from Form 7 to the Graduate level, the majority of the I 
i subjects (62%) get more than the obvious meanings. When coming to the ’ 
4 
post-graduate level, it is always 75% of the subjects who will get both the obvious and 
unobvious meanings, and the percentage is a bit higher when compared to the group 
which is made up of subjects who have attained the Form 7 or Graduate level. 
Table 6.2c. shows the new groupings for the word "Ocean" based on 
6.2a. 
Form 5 Above Form 5 
Ocean (Ad. 7) Obvious Meaning 2I (66%) 38 (24%) 
N = 1 9 0 |obvious&UnobviousMeaning 11 (34%) 120 (76%) 
chi-square = 19.58 df = 1 p-value < 0.000 
Total number of subjects is 269. Data above exclude missing data. 
Table 6.2c. Collapsed Table showing the Relationship between Educational Levels 
and Literpretations of "Ocean". 
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Those subjects who are above Form 5 level tend to show similar behavioural pattern. 
The majority (76%) of this group of subjects can report both the obvious and 
unobvious meanings. For subjects with Form 5 level, only 34% of them can report 
both meanings. 
Table 6.2d. below reports the relationship between the educational 
levels of the subjects and their interpretations of the word "Language" in Ad. 3. 
"Language" is another word (out of the four) for which a dependency relationship 
* 
between the subjects' educational levels and their understanding of the word can be 
[ 
found. (The chi-square value is 7.94 p-value is less than 0.005). ， 
I 
I 
^ Form 5 to Form 7 University and Above , 
Language (Ad. 3) Obvious Meaning f s (33%) ]^~~(14%) \ 
N = 1 9 3 Obvious&Unobvious 37 (67%) 119 (86%) j 
Meaning 丨 
chi-square = 7.94 df= 1 p-value < 0.005 j| 
Total number of subjects is 269. Data above exclude missing data. 
Table 6.2c. Collapsed Table showing the Relationship between Educational Levels ( 
and Merpretations of "Language" j 
For subjects who have reached Form 5 or Form 7 level, they behave in a similar way, 1 
so they are grouped together as Form 5 to Form 7. The behaviour of those subjects ! 
. . . . . i who have reached University level or Post Graduate level is similar, so they are f 
« 
grouped under the new label ofUniversity and above. There are slightly more subjects 
who fall into the latter group (86%) who would report both the obvious and the 
unobvious meanings. For those who fall in the former group, there are about 67% 
who report both meanings. What makes the word "Language" stand out from the 
other three words is that those subjects having Form 5 level behave significantly 
different from those subjects who belong to the same group in the other three words 
(Table 6.2a). There are significantly more subjects (66%) who can get more than the 
obvious meaning of "Language" as compared with the other three words (46% for 
"East" and "West"; 34% for "Ocean". For the other three words, the majority ofthe 
subjects with Form 5 level (54% to 66%) report only the obvious meaning but not 
7 7 
•^ 
both the obvious and unobvious meanings. This suggests that the word "Language" is 
comparatively easier than the other three words because there are quite a number of 
subjects (66%) from the lowest educational level who can report both the obvious and 
unobvious meaning. 
The educational levels of the subjects are found to be playing a very 
important role for the four words ("East", "West"，"Ocean" and "Language")，but at 
different cut ofF points. These different cut ofFlines reflect the difficulties of individual 
«1 
words. (This may be related to the ranking for these words in terms of their 丨 
difficulties，this will be discussed in the chapter on Discussion). | 
. . ！ 
6.1.3. Interpretations and English Proficiency | 
As discussed before, the reading of English advertisements involves | 
linguistic competence, therefore, the subjects' language proficiency was studied with | 
reference to their ability to understand the advertisements. The proficiency level is ^ 
measured by means of the subjects' HKCEE (Hong Kong Certificate of Education j 
Examination) and the HKAL (Hong Kong Advanced Level) Examination results on the ‘ 
) 
Use of English. It is found that there is a dependency relationship between the | 
HKCEE English results and the understanding of the advertisements with four phrases 1 
out of ten. The table below (Table 6.3a) is a summary of the distributions of subjects *• 
with different linguistic proficiency levels (based on the HKCEE) over the 




\ , ¾^ 
i HKCEE results 
‘： Grade A |GradeB |GradeC |GradeD |GradeE |GradeF 
:, S i i Obvious Meaning 3 (13%) 12 (30V^ 21 (37%) 9 (22%) 14 (61%) 3 (60%) 
P (Ad. 1) 
1 N = 1 8 9 Obvious& 20 (87%) 28 (70%) 36 (63%) 32 (78%) 9 (39%) 2 (40%) 
r Unobvious 
c . Meaning 《； West~~ObviousMeaning 3 (15%) l l (28%) 21 (37%) 9 (22%) 14 (61%) 3 (60%) 
(Ad. 1) 
N = 1 8 8 Obvious& 20 (85%) 28 (72%) 36 (63%) 32 (78%) 9 (39%) 2 (40%) 
Unobvious * 
Meaning j 
Intime Obvious Meaning 2 (14%) ~A (20%^ 8 (35%) 12 (60%)~~5 (42%) 1 (25%) , 
(Ad. 4) I 
N = 93 Obvious& 12 (86%) 16 (80%) 15 (65%) 8 (40%) 7 (58%) 3 (75%) ^ 
Unobvious ^ 
Meaning ! 
Ocean Obvious Meaning 0 (0%) 11 {31%) 14 (27%) 12 (32%) 12 (57%) 3 (60%) '' 
(Ad. 7) I 
N = 1 7 2 Obvious& 23 (100%) 24 (69%) 37 (73%) 25 (68%) 9 (43%) 2 (40%) & 
Unobvious < 
|Meaning j 
Columns which are underlined, italicised and bold indicate a similarity in pattern, such columns i 
will be grouped together later to form another new table. i 
Total number of subjects is 269. Data above exclude missing data, number of subjects for each ^ 
word may be slightly different. i 
Table 6.3a. Distributions of subjects with different linguistic proficiency levels for the ,| 
Merpretations of "East", "West", "Li Time" and "Ocean" . I 1 'i \ 
The two words "East" and "West" will be discussed first because of a similarity in • 
pattem. Since it is found that the behaviour for those subjects who have got grade A 
or B in the examination are similar, they are grouped together，and they are considered 
as high proficiency learners. Likewise, subjects getting C.s and D's who are 
moderately proficient in terms of their English standard show similar pattern in their 
behaviour and they will be grouped together. Subjects with F s and Fs belong to the 
category of Low Proficiency because of a similarity in pattern in their behaviour. 
Table 6.3b. shows the groupings of subjects under the new labels. In this table the 
relationships between the subjects' English proficiency levels and their understanding of 
the words "East" and "West" are also shown through chi-square results. 
7 9 
English Proficiency Level 
High Moderate Low Chi-square p-value 
(A&B) (C&D) (E&F) value 
East (Ad. 1) Obvious Meaning~~15 (24%) 30 (31%) 17 (61%) 12.42 p<0.002 
N = 1 8 9 Obvious& 48 (76%) 68 (69%) 11 (39%) 
Unobvious Meaning 
West (Ad. 1)~~ Obvious Meaning 14 (23%) 30 (31%) 17 (61%) 13.11 p<0.001 
N = 1 8 8 Obvious& 48 (77%) 68 (69%) 11 (39%) 
|Unobvious Meaning 
df=2 
Total number of subjects is 269. Data above exclude missing data, number of subjects for each 
word may bc slightly different. 





76 % of those subjects who have got A's and B's (considered as high proficiency) can 丨 
give both the obvious and unobvious meanings for the word "East"; 77% of them have 
got the obvious and unobvious meanings for "West". The number of subjects getting 
the obvious and the unobvious meanings for the words "East" and "West" are in a ^ 
descending order. Subjects who scored A's and B's in HKCEE are more likely to get 
both the obvious and unobvious meanings for these words than subjects who scored ^ 
1 
Cs and D's who in tum are more likely to get the obvious and unobvious meanings for j 
the words than subjects who scored E's and Fs. ！ 
Turning to the phrase "In time", Table 6.3c. below is a collapsed table * 
reporting the relation between HKCEE English examination and its interpretation. 
English Proficiency 
High (A & B) |Moderate&Low (CtoF) 
In time (Ad. 4) Obvious Meaning 6 (18%) ^ (44%) 
N = 93 Obvious& 28 (82%) 33 (56%) 
|Unobvious Meaning 
chi-square = 5.55 df= 1 p-value < 0.018 
Total number of subjects is 269. Data above excludes missing data. 
Table 6. 3c. Collapsed table for the relationship between HKCEE results and the 
interpretation for "Li Time" 
It is found that for this particular phrase, those who have got A's and B's in the 
HKCEE examination behave significantly different from the others (those not getting 
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A's and B's). 82% ofthem are able to give more than the obvious meaning, comparing 
to the other group in which only slightly more than halfofthe group (56%) can do so. 
With reference to the other word "Ocean", which is one ofthose words 
where a dependency relationship can be found between the readers' HKCEE English 
results and their interpretations of the word, a collapsed table (Table 6.3d.) based on 
the original table (Table 6.3a) is presented below. 
English Proficiency 
Vety High (A) High to Average Low (E to F) 
(BtoD) 
Ocean (Ad. 7) Obvious Meaning 0 ^0^~~3^ (30%) "11 (58%) 
N=172 Obvious& 23 (100%) 86 (70%) 11 (42%) 
|Unobvious Meaning 
chi-square = 19.26 d f = 2 p-value <0.000 
Total number of subjects is 269. Data above excludes missing data. 
Table 6. 3d. Collapsed table for the relationship between HKCEE results and the 
interpretation for "Ocean" 
Those subjects who got A's in the HKCEE behave distinctively different from the 
others, all of them are able to report both the obvious and the unobvious meanings. 
Those subjects who got B's to D's show similar pattem in their behaviour, so they are 
grouped together under the label ofHigh to Average proficiency level. Lastly, subjects 
with E's and Fs examination results tend to behave in a similar way, so they are 
grouped together as the Low proficiency group. Though the word "Ocean" shows a 
different cut off pattern for the different proficiency levels, the argument that linguistic 
proficiency is related to the getting of the obvious and unobvious meanings is still 
supported. More of those subjects with very high proficiency are likely to report both 
the obvious and unobvious meanings than subjects with high to average proficiencies. 
Subjects with high to average proficiencies are more likely to report both meanings 
than subjects with low proficiency. 
Although the HKCEE English results are found to be related to the 
understanding of the advertisements, for the HKAL examination results, there is no 
8 1 
significant relationship found in relation to the understanding ofthe advertisements by 
the subjects. 
6.1.4. Interpretations and Exposure to English 
Besides different educational levels and gender differences, this study is 
also interested in some other factors which may be related to the interpretations of 
advertisements such as the amount of exposure to English. Based on the beliefthat the 
more a person is exposed to something, the more proficient one will be, this study 
would like to find out if different amount of exposure to English is going to result in a 
difference in the understanding of the advertisements. The exposure to English can be 
in different forms. The focus in this study is the amount of English used in daily life 
especially the use ofEnglish (reading) in the jobs of the subjects. In addition, since all 
of the advertisements chosen in this study have employed a number of techniques of 
foregrounding, the reading of them requires the subjects to "decode" the messages, 
thus the factor of whether the subjects have any previous knowledge on literature is 
also studied. 
While the researcher had expected exposure to English to be related to 
the understanding of the advertisements, the findings in this study do not show any 
significant relationship between the different amount of reading English in the subjects' 
work and the interpretations of the words / phrases in the advertisements. Neither do 
the findings support the hypothesis that the previous taking ofliterature courses (which 
means the subjects are equipped with the necessary knowledge to analyse the different 
techniques of foregrounding used in the advertisements) is likely to afFect the subjects 
in understanding the advertisements. 
6. 2. Linguistic Preference in Advertisements. 
The findings reported in this section are related to the preference of 
certain linguistic usage (without reference to pictures) ofthe subjects while reading the 
advertisements. The texts in Section II of the questionnaire are chosen because some 
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particular techniques of foregrounding are used. Since these phrases are separated 
from the non-linguistic element, it is likely that there is no potential influence from the 
non-linguistic element on the subjects' preference of such phrases. This study is 
interested in finding out how the different techniques of foregrounding can be enjoyed 
or favoured by different groups of readers. Referring back to Table 6.1., there are 
basically four pairs (Phr. 11 and Phr. 10 are not comparable) of texts: Txt. 2 and Txt. 
6; Txt. 7 and Txt. 5; Txt. 4 and Txt. 3; Txt. 9 and Txt. 1. The first one of each pair 
represents a different technique of foregrounding, they are: lexical creation， 
juxtaposition of contrastive ideas, parallelism and allliteration. For the second item in 
each pair, the technique of repetition is used in addition to the technique of 
foregrounding found in the first one of each pair. 
The eleven texts are ranked according to their mean scores. The order 
is in Table 6.4. The text with the highest mean score is ranked as the first one in the 
table. 
Rank Code Literary Techniques Used Mean 
1 Txt. 6 Repetition & Lexical Creation 21.01 
2 Txt. 7 Contrastive Concepts 20.2 
3 Txt. 9 Alliteration & Lexical Creation 19Al 
4 Txt. 3 Repetition&Parallelism 19.31 
5 � x t . 10 Repetition & Pun 1 9 . ^ 
6 Txt. 4 Parallelism 1 8 ^ 
7 Txt. 11 Metaphor 1 8 ^ 
8 Txt. 8 Repetition 1 8 ^ 
9 Txt. 5 Repetition & Contrastive Concepts & 18.36 
Frustration ofExpected Contrast 
10 Txt. 2 Lexical Creation 一 17.74 
l l | T x t . l |Repetition & Alliteration “ 17.71 
Table 6.4. Rankings for Txt. 1 to Txt. 11 basing on the mean scores 
Studying the ranking carefully, it is found that there is a pattem for two pairs oftexts, 
they are Txt. 2 & Txt. 6，Txt. 4 & Txt. 3. For these two pairs, whenever the technique 
of repetition is used, the mean is always higher than the other in the pair where 
repetition is absent. The mean for Txt. 6 is 21.01, higher than Txt. 2 which is 17.74. 
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Txt. 3 has the mean of 19.31 and Txt. 4 where no repetition is used has the mean of 
18.87. For the other three pairs, (Txt. 5 & Txt. 7; Txt. 1 & Txt. 9 and Txt. 11 & Txt. 
10) no such pattern is found. With the help of this pattern, perhaps, we can have some 
ideas of the subjects' preference of the use of repetitions in advertisements. (The 
explanation will be given the next chapter) 
In fact，there are other ways to look at the data which may lead to some 
interesting findings. For instance, the eleven texts can be divided into two main 
types: those texts with the technique of repetition and those texts which do not have 
repetitions. In the next section, different social factors like gender, educational levels, 
the proficiency levels of English and the amount of exposure to English will be 
examined in relation to these two types of texts: with repetitions and without 
repetitions. 
6.2.1. The Readers' Preference of the Techniques ofForegrounding and Gender 
The group of texts which have used the technique of repetition was 
examined in relation to the social factor gender in order to see if a difference in gender 
I • • 
is likely to be related to specific preference of language usage. However, there are no 
statistical dependency relationships between the two. Similarly, for those texts which 
\ have not used the technique of repetition, no dependency relationship could be found 
between the subjects' preference of the language usage and their gender difference. 
f 
6.2.2. The Readers' Preference of the Techniques ofForegrounding and Educational 
Levels 
Examining those texts which have used the technique of repetition and 
those which have not, the following is found : no significant relationship can be found 
between the subjects' preference of texts without using the technique of repetition 
(Txt. 1，Txt. 4，Txt. 7，Txt. 9 and Txt. 11). However, for the six texts which have 
used the technique of repetition (either repetition alone or combined with other 






educational levels and their preference of these six texts. Table 6.5a. below is a 
summary of the six texts in terms of the distributions of subjects with different 
educational levels in relation to whether they like the texts or not. 
Attitudes Form 5 Form7 Graduate Post Graduate 
Txt. 1 ~~NotFavouringi 44 (79%) 28 (90%)"~5} (72%)~~Tl (65%) 
N = 251 Favouring 12 (21%) 3 (10%) SS (28%) 17 (35%) 
Txt. 3 NotFavouring ~~36 (65%) 15 (48%) ~Ji (44%) 26 (54%) 
N = 250 Favouring 19 (35%) 16 (52%) 65 (56%) 22 (46%) 
Txt. 5~~ Not Favouring 47 (85%� 24 (77%) ~ ~ ^ (55%) 29 (60%) 
N = 250 Favouring 8 (15%) 7 (23%) 52 (45%) 19 (40%) 
Txt.6~~ Not Favouring 31 (56%T 15 (48%) ~45 (39%) 20 (42%) 
N = 250 Favouring 24 (44%) 16 (52%) 71 (61%) 28 (58%) 
Txt. 8~~ Not Favouring 41 ( 7 5 ^ 21 ( 6 8 ^ ^5 (56%)~~S (50%) 
N = 25Q Favouring 14 (25%) 10 (32%^ 51 (44%) 24 (50%) 
Txt. 10 Not Favouring 42 (78。石 21 (68%) ^ (57%) 27 (56%) 
N = 249 |Favouring 12 (22%)l 10 (32%) 50 (43%) 21 (44%) 
The like and dislike of the text can be divided into three main categories. Not 
favouring (the subjects always choose on the negative side of the scale when asked to rate on 
the advertisements or phrases), neutral (showing neither like nor dislike) and favouring 
(having positive views). Unless specified, the group that is labelled as "Not Favouring" will 
include those subjects who are in a neutral position because the researcher is more interested in 
looking the distinction between favouring and others. 
Columns underlined or italicised indicate similar patterns which will be grouped together in 
collapsed table later. 
Total number of subjects is 269. Data above exclude missing data, number of subjects for each 
text may bc slightly different. 
Table 6.5a. The Distributions of subjects with different Educational Levels in relations to 
their Preference of those texts which use the technique of repetition 
For five texts (Txt. 1，Txt. 5，Txt. 6，Txt. 8，Txt. 10)，it is found that the behaviour of 
subjects with Form 5 level or Form 7 level is quite similar, so they are grouped 
together to form a new group under the new label Pre-university. For subjects having 
university and Post-university, they tend to behave in a similar way, so they are 
combined together to form a new group known as University and above. The 
relationship between these two educational levels and the subjects' preference of the 
five texts is presented in Table 6.5b. For Txt. 3, subjects with Form 5 level behave 
distinctively different from the others, so this text will be presented in another table 
later (Table 6.5c). 
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Attitudes Pre-University University& Chi-square p-value 
Above value 
Txt. 1 NotFavouring n (83%) 114 (70%) 4.53 p<0.033 
N = 251 Favouring 15 (17%) 50 (30%) 
Txt. 5 Not Favouring ~ i (83%) ~ ~ ^ (57%) i5.58 p<0.000 
N = 250 Favouring 15 (17%) 71 (43%) 
Txt. 6 Not Favouring ~~46 (53%) ~ ~ ^ (40%) 3 ^ p<0.050 
N = 250 Favouring 40 (47%) 99 (60%) 
Txt. 8 Not Favouring ~~^ (72%) “ S (54%) 6 ? ^ p<0.009 
N = 250 Favouring 24 (28%) 75 (46%) 
Txt. 10 Not Favouring ~ ^ (74%) “ ^ (57%) 6^53 p<0.011 
N = 249|Favouring 22 (26%)| 71 (43%) 
df= 1 
Total number of subjects is 269. Data above exclude missing data, number of subjects 
for each text may be slightly different. 
Table 6.5b. The Relationship between the Preference of those texts (Txt. 1，Txt. 5, 
Txt. 6, Txt. 8 and Txt. 10) which used the technique of repetition and Educational Levels 
Txt. 1，Txt. 5, Txt. 6 and Txt. 10 all have used the technique of repetition which is 
combined with other different techniques. Txt. 8 is an example in which only the 
technique of repetition is used. It is found that there is a dependency relationship 
between the social factor educational levels and the preference of the texts by the 
subjects. The p-value for the different texts range from p<0.000 (very strong 
dependency relationship) to p<0.05. For those subjects who have attained the 
I Pre-University Level (Form 5 to Form 7)，only a minority of them would find these 
！ 
.| texts favourable. For those subjects who have attained University Level or above, 
significantly more subjects would find the texts favourable and pleasing; the percentage 
ofthis group of subjects is usually very close to half of the sample population. 
Txt. 3 which is another text which has also used the technique of 
I repetition, however it has a slightly different pattern. Table 6.5c. is a collapsed table 
i which summarises the relationship for Txt. 3. 
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Attitudes Form 5 Above Form 5 
Txt. 3 NotFavouring 36 (65%) n (47%) 
N = 25Q |Favouring 19 (35%) 103 (53%) 
chi-square = 5.03 df = 1 p-valuc < 0.025 
Total number of subjects is 269. Data above exclude missing data. 
Table 6.5c. Preference ofTxt. 3 by the subjects in relation to their Educational Levels 
For this text, the performance of those subjects who have reached Form 7 Level tends 
to be closer to those who have attained University Level and Post Graduates level. 
Therefore, the Form 7 subjects are put under the category of University and above to 
i form a new group which is labelled as above Form 5. The difference between those 
who have only reached Form 5 level and those who are above is that 35% of subjects 
from the Form 5 level favour Txt. 3 and 53% of those who are above Form 5 level 
favour the text. In other words, more subjects with higher educational level will 
favour Txt. 3 than subjects with lower educational level. 
i 
6.2.3. The Readers' Preference of the Techniques of Foregrounding and English i I ProficienCy 
The subjects' English proficiencies were examined in relation to their 
i 
I preference of techniques of foregrounding used in the advertisements. Firstly, looking 
•| at those texts where no repetition is used, the data do not show any significant 
relationship between the English proficiency levels of the subjects and their preference 
of these texts. With those six texts which have employed the technique of repetition, 
there is a dependency relationship between the two variables for four texts (Txt. 5, 
Txt. 6, Txt. 8 and Txt. 10). Table 6.6a gives the distributions of subjects with different 
linguistic proficiency levels and their preference of the four texts. 
8 7 
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HKCEE Examination Results 
Grade A |GradeB |Grade C |GradeD |GradeE |GradeF 
Txt.5 N ^ 11 (44%) 25 (58%^ ^ (65%) 33 (69%) 22 (76%)~~6 (86%) 
Favouring 
N = 209 Favouring 14 (56%) 18 (42%) 20 (35%) 15 (31%) 7 (24%) 1 (14%) 
Txt.6 Not 4 (16%) 19 ( U ^ 24 ( 4 2 ^ 24 (50%) 18 (62%)"~1 (14%) 
Favouring 
N = 209 Favouring 21 (84%) 24 (56%) 33 (58%) 24 (50%) 11 rS8%) 6 (86%) 
Txt.8 Not 5 (20%) 26 ( 6 0 ^ 34 ( 6 0 ^ 36 (75%) 19 (66%)~~5 (71%) 
\ Favouring 
1 N = 209 Favouring 20 (80%) 17 (40%) 23 (40%) 12 (25%) 10 {34%) 2 (29%) 
I Txt . 10 N o t 7 (28%) 2 4 (56%) ^ 9 (51%) 5 7 (77%) 23 (79%)~~6 (86%) 
Favouring 
N = 209 |Favouring 18 (72%)| 19 (44%)l 28 (49%) 11 (23%) 6 (21%) 1 (14%) 
Columns underlined or italicised indicate similar pattems which will be grouped together in 
collapsed table later. 
Total number of subjects is 269. Data above exclude missing data, number of subjects for each 
text may be slightly different. 
Table 6. 6a. Distributions of subjects with different HKCEE English results and the Preference 
of Txt. 5, Txt. 6，Txt. 8 and Txt. 10 which have used repetition 
Subjects scoring A's in the HKCEE tend to behave differently from the rest of the 
subjects. They are put under the label of very high proficiency. Those subjects who 
got B's and Cs perform in a similar way, so they are grouped together under the label 
of high proficiency. For the rest of the subjects, since their behaviour exhibits similar 
patterns, they are put under the category of low proficiency. Table 6.6b is a collapsed 
table reporting the relationship between the HKCEE English results and the subjects' 
preference of Txt. 5. Txt. 6，Txt. 8 and Txt. 10 after the new groupings. 
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HKCEE English Results 
Very High High Low Chi-square p-value 
^ (B-C) gP-F) value 
Txt.5 NotFavouring 11 (44%) ~62~~(62%) 61 (73%) 7.23 p<0.027 
N = 209 Favouring 14 (56%) 38 (38%) 23 (27%) 
Txt.6 NotFavouring 4~~(16%)~~43~~(43%)~~43~~(51%) ^ p<0.008 
N = 209 Favouring 21 (84%) 57 (57%) 41 (49%) 
Txt. 8 ~ NotFavouring 5~~(20%)~~^~~(60%)~~^~~(71%) 2 0 p<0.000 
N = 209 Favouring 20 (80%) 40 (40%) 24 (29%) 
Txt. 10 NotFavouring 7~~(28%)~~53~~(53%)~~^~~(79%) 24.83 p<0.000 
N = 209 |Favouring 18 (72%) 47 (47%) 18 (21%) 
d f = l 
Total number of subjects is 269. Data above exclude missing data, number of subjects for each text 
may be slightly different. 
Table 6.6b. Collapsed Table for HKCEE English results and the Preference ofTxt. 5, Txt. 6， 
Txt. 8 and Txt. 10 
There are different degrees of preference towards the texts for subjects with different 
levels ofEnglish proficiency. When comparing subjects with very high proficiency and 
subjects with high proficiency as measured by the HKCEE, there are always more 
subjects from the former group than the latter group who will prefer the texts. The 
！ percentage of subjects in the latter group who prefer the texts varies from 38% to 57% 
(38% for Txt. 5, 57% for Txt. 6, 40% for Txt. 8 and 47% for Txt. 10). For those with 
very high proficiency, at least 56% (sometimes it is up to 84%) of them reported 
favouring the four texts(56% for Txt. 5，84% for Txt. 6，80% for Txt. 8 and 72% for 
I Txt. 10). For those subjects whose proficiency level is low, always less than half of 
.1 
I them (27% for Txt. 5，49% for Txt. 6, 29% for Txt. 8 and 21% for Txt. 10) will 
report to have liked the texts. In other words, subjects who scored A's on the HKCEE 
are more likely to report favouring the four texts than those subjects who got B's to 
Cs who in turn are more likely to report preferring the texts than subjects who scored 
D's and below. 
,1 Txt. 1 and Txt. 3 have also used the technique of repetition, but no 
significant relationship can be found with reference to the English proficiency levels of 
the subjects and their preference of the techniques of foregrounding used in 
advertisements. 
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Looking at the English results of the subjects in the HKAL 
examination, there is no dependency relationship between the English proficiency 
levels ofthe subjects and their preference of techniques of foregrounding. 
6.2.4. Preference of the Techniques ofForegrounding and Exposure to English 
The appreciation of various techniques of foregrounding may somehow 
involve certain knowledge on literature, therefore the factor of how many literature 
courses a subject has taken (which is part of the subjects' exposure to English) was 
examined in relation to the subjects, preference of linguistic foregrounding used in the 
advertisements. For all the five texts which do not use the technique of repetition, 
there is no dependency relationship between the two variables. However, three of the 
texts (out of six) which use repetition show a dependency relationship between the 
subjects' previous exposure to literature courses and their preference of the texts. 
Table 6.7a. shows the distributions of subjects who differ in terms of the number of 
literature courses they have taken before and their preference of three of the texts 
(Txt. 3，Txt. 8 and Txt. 10) which use the technique of repetition. 
No. ofLiterature Not Favouring Neutral Favouring 
courses taken 
Txt.3 ~0 41 (260石 ~ 4 7 (29%T 71 (45%^ < 
N = 260 1-2 10 (18%) 20 (35%) 27 (41%) 
3-5 3 (16%) 3 (16%) 13 (68%) 
more than 5 8 (32%) 2 (8%) 15 (60%) 
Txt.8 ^ 50 (31%T ~ ~ 5 8 (37%)" 51 G2%�l N = 260 1-2 17 (30%) 14 (24%) 26 (46%) 
3-5 2 (11%) 9 (47%) 8 (42%) 
more than 5 S (12%) 7 (28%) 15 (60%) 
Txt. 10~~"~6 35 (22%T ~ 7 1 (45%)" 53 (33%� 
N = 260 1-2 10 (18%> 27 (47%� 20 (35%) 
3-5 3 (16%) 8 (42%) 8 (42%) 
more than 5 0一 (0%) 9 (36%) 16 (64%) 
Columns underlined or italicised indicate similar pattern which will be grouped together in 
a collapsed table later. Total number of subjects is 269. Data above exclude missing data, number of subjects for 
each text may be slightly different. 
Table 6. 7a. Distributions of subjects with different exposure to literature courses anc 
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Since it is found that subjects who have never taken any literature courses and those 
who have taken one to two courses behave in a similar way, they are grouped together 
under the same group (in the collapsed table below). Those subjects who have taken 
three to five courses and those who have taken more than five courses are found to be 
exhibiting similar behaviour, so they are put under the group of taking more than three 
courses. A collapsed table (Table 6.7b.) shows this new groupings in relation to the 
subjects' preference of the three texts. 
No. ofLiterature Not Neutral Favouring Chi-square p-value 
courses taken Favouring value 
Txt. 3 ^ 51 (24%) ~ ^ ~ ~ ( 3 1 % ) 98~~(45%) 7.65 p<0.022 
i N = 260 3 or more 11 (25%) 5 (11%) 28 (64%) 
！ Txt. 8 0-2 ?7~~(31%) 72~~~(33%) 77~~~(36%) T ^ p<0.020~~ 
N = 260 3 or more 5 (11%) 16 (36%) 23 (53%) 
Txt. 10 0-2 45~~(21%) 98~~~(45%) 73~~(34%) 8.48 p<0 .014^ 
I N = 260 |3or more 3 (6%)| 17 (39%)| 24 (55%)| 
d f = 2 
I Total number of subjects is 269. Data above exclude missing data, number of subjects for each 
text may bc slightly different. 
Table 6.7b. Collapsed table showing relationship between taking ofLiterature Courses 
I and the Preference ofTxt. 3，Txt. 8 and Txt. 10 which use repetition 
A dependency relationship between the two variables (the taking of literature courses 
and the preference of techniques of foregrounding) is found and supported with 
statistical figures. (Cross reference with 6.1.4. "Interpretations and Exposure to 
English") It is found that for subjects who have taken at least three literature courses 
before, more than half of them are likely to prefer Txt. 3，Txt. 8 and Txt. 10 which 
have employed either the technique of repetition alone or a combination of techniques 
in which repetition is one of them. More than half of the subjects who have never 
taken any literature courses before or who have taken only one or two are more likely 
not to have positive views about Txt 3, Txt. 8 and Txt. 10. Only a minority ofthem 
would report to like the three texts mentioned above. 
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For Txt. 1 Txt. 5 and Txt. 6, although they have used the technique of 
repetition, no dependency relationship is found between the number of literature 
courses a subject has taken and his or her preference of the three texts. 
6. 3. The role ofLanguage in Advertising 
After reporting on the interpretations of advertisements (in terms of the 
language substance) and the linguistic preference of the subjects with reference to 
different social factors, this section will focus on exploring the function of language 
and its importance in advertising. 
6.3.1 Language and Pictures in relation to the General Impressions on the 
Advertisement 
A magazine advertisement is made up of linguistic (language) and 
non-linguistic elements (pictures). In order to determine the role of language in 
advertising, a correlation test was conducted to examine the relationship between the 
linguistic / non-linguistic element and the general impression of the advertisement. 
Based on the 8 advertisements in Section I of the questionnaire, which have both text 
i I and pictures together, the subjects have to rate on both elements. Firstly, the 
j 
relationship between pictures and the general impression of the advertisements as a 
whole will be examined in Table 6.8 below. 
Male and Female Male Female 
Ad. 1 — 0.75 — 0.75 0 ^ 
Ad.2 0.8 — 0.83 一 0.77 
Ad. 3 一 0.81 — 0.85 0.8 
Ad. 4 — 0.88— 0.89 ~ 0.88 
Ad. 5 — 0.87 — 0.9 0五 
Ad.6 0.77 0.78 0.77 
Ad.7 — 0.86 0.85 0."^ 
Ad.8 0.83| 0.8| 0.85 
The total number of subjects is 269，including 100 male subjects, 168 female subjects. 
Table 6.8 Correlation between Ratings on Pictures and the General Impression 
on the Advertisements. 
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It is found that for all advertisements which are given to the subjects in their original 
form, there is a strong correlation between the ratings on pictures and the 
advertisements as a whole. The range is from the lowest 0.75 to the highest 0.88. 
(Table 6.8.) This high correlation suggests that the higher the subjects rate on the 
picture, the higher their rate will be on the general impression over the advertisement 
•； as a whole. Generally speaking, the correlation pattern for male subjects tends to be 
more or less the same, the greatest difference between the two groups is 0.05. This 
difference is so small that a few more subjects are likely to affect the results. 
Then, the correlation test between the linguistic element and the general 
j 




Male and Female Male Female 
Ad. 1 一 0.57 — 0.54 0^59 
Ad. 2 — 0 .47~ 0.4 0.51 
Ad. 3 一 0 .62~ 0.66 0.61 
Ad.4 0.61 — 0.69 0^4 
Ad. 5 0.6 一 0.67 — 0.55 
Ad. 6 - 0.58 — 0.72 0^66 
Ad. 7 ~ 0.65 — 0.67 0.64 
Ad. 8 0.6! 0.6l | 0.61 
The total number of subjects is 269，including 100 male subjects, 168 female subjects. 
Table 6. 9. Correlation between Ratings on Language and the General Lnpression 
on the Advertisements. 
It is found that the correlation is still quite good (moderate correlation), even though it 
is lower than the correlation between pictures and the general impression of the 
advertisements. The correlation value for language and the advertisement in general 
is from the lowest 0.47 to the highest 0.65 (belonging to the range of moderate 
correlation). The difference between the male and the female subjects is comparatively 
greater (when compared to the correlation between pictures and the general impression 
of the advertisements). The difference ranges from 0.03 to 0.15. The real difference 
(of 0.1 or above) can be found with Ad. 2，Ad. 4 and Ad. 5. There is one 
advertisement (Ad. 8) in which the correlation value for the male and the female 
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same (0.61). Although comparatively speaking, the correlation relation between the 
general impression of the advertisements with language is not as good as the 
correlation with pictures (moderate correlation for language and impression of the 
advertisement; high correlation for pictures and impression of the advertisement), still, 
the correlation is considered significant and is having a significant efFect on the general 
impression of the advertisement. With these statistics figures, it is fair to say that 
language is influencing the readers' overall impression of the advertisement. In fact, 
besides this function, language does have some other functions. 
1 
6.3.2. Language and the Buying of the Product 
The linguistic element in an advertisement was studied with reference to 
whether it is related to the expressed intention of buying the advertised product by the 
readers. The linguistic element appears in two forms in the questionnaire : with 
pictures and without pictures when the non-linguistic element is taken away. The 
findings on the preference oflanguage with pictures will be reported first. 
6.3.2.1. Language with Pictures and the Buying of the Product 
Turning to the language substance in an advertisement, it is believed to 
be a factor which is related to the subjects' decisions to buy the product or not. Table 
6.10. shows the relationship between linguistic element and the expressed intentions of 
buying the product. 
94 
Attitude towards the Not Buying the Buying the Chi-square p-value 
Linguistic Element Product Product value 
O^angiiage) 
Ad. 1 Not Favouring ~ I s 2 (90%) ~ ^ ~ ~ ( 1 0 % ) 14.13 p<0.000 
N = 265 Favouring 44 (70%) 19 (30%) 
Ad. 2 Not Favouring ~ ~ m (89%) ~2l~~(11%) 21.49 p<0.000~~ 
N = 264 Favouring 24 (59%) 17 (41%) 
Ad. 3 Not Favouring ~~1^1 (65%) ~55~~(35%) 10.35 p<0.001 ~~~ 
N = 261 Favouring 46 (44%) 59 (56%) 
Ad. 4 Not Favouring ~~l62~~(83%) ^3~~~(17%) TM p<0.005~~~ 
N = 262 Favouring 44 (66%) 23 (34%) 
Ad. 5 Not Favouring ~~~U6~~(81%) ~Yl~~~(19%) 11.05 p<0.001 ~ ~ 
N = 258 Favouring 71 (62%) 44 (38%) 
Ad. 6 Not Favouring ~ H s ~ ~ ~ ( 8 6 % ) " ^ ~ ~ ( 1 4 % ) 25.35 p<0.000~~ 
N = 259 Favouring 42 (56%) 33 (44%) 
Ad. 7 Not Favouring ^ (62%) ~53 (38%) 20.85 p < 0 . 0 0 0 ^ 
i N = 256 Favouring 38 (32%) 80 (68%) 
i Ad. 8 Not Favouring ~ 1 ^ 1 ~~~(83%) ~ 3 2 ~ ~ ^ T ^ 11.79 p<0.001 " ^ 
N = 259 |Favouring 41 (62%)| 25 (38%)| 
； df= 1 
Total number of subjects is 269. Data above exclude missing data, number of subjects for 
each advertisement may be slightly different. 
Table 6.10. Preference of Linguistic Element (when presented together with pictures) and 
the Buying of the Product 
.:: 
For those subjects who do not like the language usage very much, most ofthem (from 
62% to 90%, except for Ad. 3 and Ad. 7，having 44% and 32% respectively) would 
I report having no intention to buy the product, whereas, the percentages of people who 
j 
intend to buy the product will increase if the subjects find the language usage 
favourable. There are always more subjects who reported favouring the 
i advertisements and buying the product than those who do not favour the 
advertisements and reported intending to buy the product. 
6.3.2.2. Language (Without Pictures) and the Buying of the Product 
A similar test was done with Txt. 1 to Txt. 11 on whether the subjects 
intend to buy the advertised product after reading the texts. This time, the language 
usage that is looked at does not come together with any non-linguistic element. Those 
non-linguistic elements are all taken out from the advertisements. It is found that the 
ratings on the language substance (i.e. whether the subjects favour the language usage 
95 
or not) have very high significant dependency relationships with whether the subjects 
intend to buy the product or not. Table 6.11. is a summary ofthe findings. 
Feeling towards Not Buying the Buying the Chi-square p-value 
Language Usage Product Product value 
Txt. 1 Not favouring ~y76 (89%) ~ n (11%) 55.07 p<0.000~~ 
N = 264 Favouring 29 (44%) 37 (56%) 
Txt.2 Not favouring 2 ^ (97%) ~~~6 (3%) 91.11 p < 0 . 0 0 0 ^ 
N = 262 Favouring 26 (46%) 30 (54%) 
Txt. 3 NotFavouring U2 (95%) ~~~7 (5%) 28.81 p < 0 . 0 0 0 ^ 
N = 266 Favouring 88 (69%) 39 (31%) 
Txt. 4 Not Favouring 138 (87%) ~ 2 i (13%) ^ p<0.000""" 
N = 263 Favouring 30 (29%) 74 (71%) 
Txt. 5 NotFavouring 1 ^ (94%) 11 (6%) 50.9 p<0.000~~ 
N = 265 Favouring 51 (57%) 39 (43%) 
T x t . 6 ~ Not Favouring ^ (80%) 23 (20%) 53.18 p < 0 . 0 0 0 ^ 
N = 262 Favouring 50 (34%) 95 (66%) 
Txt.7 Not Favouring l05 (80%) 27 (20%) 68.41 p<0.000~" 
N = 264 Favouring 37 (28%) 95 (72%) 
Txt. 8~~~ Not Favouring H8 (91%) 15 (9%) 61.01 p<0.000~~ 
N = 264 Favouring 47 (47%) 54 (53%) 
T x t . 9 ~ ~ N o t Favouring l42 (90%) ~ l 6 (10%) 74.61 p<0.000~~ 
N = 263 Favouring 41 (39%) 64 (61%) 
Txt. 10~~NotFavouring Ii5 (94%) 10 (6%) 85.46 p < 0 . 0 0 0 ~ 
N = 262 Favouring 41 (41%) 58 (59%) 
Txt. 11 ~NotFavouring ™ (92%) 14 (8%) 64.07 p<0.000~~ 
N = 262 |Favouring 37 (47%)| 41 (53%)| 
d f = l 
~ ~ " ~ ~ ~ " ~ ~ ~ ~ " ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ~ ~ * ~ " ~ ^ ^ ^ ^ ~ ~ ~ ~ ~ ^ ^ ^ ~ ^ ^ ~ ~ ~ ~ " " ^ ^ ^ ~ ~ « ~ " " ^ ^ ^ ~ > ^ ^ ^ — « ^ ~ ^ ~ ^ ~ _ ~ > ^ ^ _ « ^ I Total number of subjects is 269. Data above exclude missing data, number of subjects for 
each text may be slightly different. 
Table 6.11. Preference of Language (separated from non-linguistic elements) in relation 
to the Buying of the Product 
After reading these texts, at least 80% (there are some texts which have up to 97%) of 
those subjects who report not favouring the texts also report that they are not going to 
buy the product. However, for those who have favourable feelings towards the texts, 
generally speaking, usually more than half of them (ranging from 53% to 72%, with 
I 
the exception of Ad. 2，31% and Ad. 5, 43%) always report that they will buy the 
j product. It is quite clear that within the group of subjects who reported that they 
would buy the advertised product after reading the phrases, those who favour the texts 
i 
I 
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outnumber those who do not like the language usage for all phrases. In addition, in the 
group of subjects who favour the texts, there are always more subjects who claim that 
they intend to buy the product (except for Txt. 3 and Txt. 5). 
6.3.2.3. Gender and the relationship between Language and the Buying of the Product 
6.3.2.3.1. Language (with Pictures) and the buying of the Product 
The pattern for the relationship between the ratings that the subjects 
give on the pictures (which will be discussed in 6.3.2.5.) or the language of the i . , • . I advertisements and their intention to buy the product is quite similar throughout the 
i 
I eight advertisements if male and female subjects are regarded as a whole group. This 
phenomena still applies for the non-linguistic part of an advertisement if the male and 
female subjects are looked at separately, since there is no distinctive difference 
between the male and the female subjects. In other words, a difference in gender is not 
going to be related to the preference of non-linguistic element in advertisements and 
their perceived purchasing behaviour of the subjects. 
However, turning to the linguistic elements that are presented together 
with the pictures, there are different patterns of significance if the male and female 
subjects are looked at separately as different groups. Table 6.12a, shows the 
relationship for the male subjects in their favouring of the language usage for Ad. 1 and 
Ad. 8 and their expressed intention to buy the advertised products. Table 6.12b. for ‘ 
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i Attitude toward the Not Buying the Buying the Chi-square p-value 
Linguistic Element Product Product value 
i 0:^anguage) Ad. 1 Not Favouring ~ " ^ (89%) 8~~(11%) L89 not significant 
N = 98 Favouring 21 (75%) 7 (25%) 
Ad.2 NotFavouring ~ " ^ (93%) 6 ^ ^ 25.94 ？ significant * 
N = 98 Favouring 6 (38%) 10 (62%) 
Ad.3 NotFavouring ~~~46~~~(79%) 12 (21%) 9.63 p<0.002 
N = 9 3 Favouring 16 (46%) 19 (54%) 
Ad.4 NotFavouring ~~55~~~(79%) U~~(21%) h66 not significant 
N = 94 Favouring 15 (63%) 9 (37%) 
Ad. 5 NotFavouring ~ 3 9 ~ ~ ( 8 7 % ) 6~~(13%) 53 p<0.021 
N = 95 Favouring 32 (64%) 18 (36%) 
Ad.6 NotFavouring ~~55~~(85%) Io~~(15%) 11.77 p<0.001 
N = 94 Favouring 14 (48%) 15 (52%) 
Ad.7 NotFavouring ~ 4 0 ~ ~ ( 7 0 % ) H~~(30%) 6 ^ p<0.008 
N = 96 Favouring 16 (41%) 23 (59%) 
Ad. 8 Not Favouring ~~^~~~(81%) U ~ ~ 0 9 ^ 10.43 p<0.001 
N = 96 |Favouring 9 (43%)| 12 (57%)| 
df= 1 
* The p-value may not be accurate because some cells have less than 5 as their expected 
frequencies. 
Total number of male subjects is 100. Data above exclude missing data, number of subjects for 
each advertisement may be slightly different. 
Table 6.12a. Preference ofLinguistic Element (when presented together with non-linguistic 
element) and the Buying of the Product for Male subjects only. 
For the male subjects, generally speaking, the pattern for the preference of the 
linguistic element and the expressed intention of buying the product is similar to the 
case when the male and the female subjects are studied as a whole group. That is，the ^ 
percentages of male subjects who favour the language usage and report having the 
intentions to buy the products are always higher than those subjects who do not favour 
the language and report intending to buy the products after reading the advertisements 
(Ad. 1 to Ad. 8). Although the pattern is similar, there are two advertisements (Ad. 1， 
and Ad. 4) which do not show any significant relationship between the two variables 
at any level. What makes the male and the female subjects different can be found in 
Table 6.12b., the relationship between the two variables for female subjects only. 
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Attitude toward the Not Buying the Buying the Chi-square p-value 
Linguistic Element Product Product value 
q^anguage) 
1 Ad. 1 Not Favouring 119 (91%) 12 (9%) 12.14 p<0.001 
I N = 166 Favouring 23 (66%) 12 (34%) 
僅 Ad.2 NotFavouring 121 (86%) ~~ l9 (14%) 2 ^ not significant 
N = 1 6 5 Favouring 18 (72%) 7 (28%) 
Ad. 3 Not Favouring ~ s l (61%) ~~34 (39%) S2 p<0.004 
N = 1 6 7 Favouring 30 (38%) 49 (62%) 
Ad.4 Not Favouring 106 (85%) ~ 5 ^ (15%) 5.6 p<0.018 
N =167 Favouring 29 (67%) 14 (33%) 
Ad. 5 NotFavouring ~~~^ (78%) ~ Y l (22%) 5 ^ p<0.019 
j N = 1 6 2 Favouring 39 (60%) 26 (40%) 
I Ad.6 Not Favouring 102 (86%) ~~1^ (14%) 11.66 p<0.001 
i N = 1 6 4 Favouring 28 (61%) 18 (39%) 
Ad. 7 Not Favouring ~~44 (55%) ~~36 (45%) 10.98 p<0.001 
N = 1 5 9 Favouring 22 (28%) 57 (72%) 
Ad. 8 Not Favouring ^ ^ ^ (85%) ~ " i s (15%) 3.01 not significant 
N = 1 6 2 !Favouring 32 (71%)| 13 (29%) 
df= 1 
Total number of female subjects is 168. Data above exclude missing data, number ofsubjects 
for each advertisement may be slightly different. 
Table 6. 12b. Preference of Linguistic Element (when presented together with non-
linguistic element) and the Buying of the Product for Female subjects only. 
A dependency relationship can be found between the favouring of the language usage 
and the expressed intention of buying the products for six advertisements out of eight. 
For the six advertisements, the proportion of subjects who favour the language usage 
and report intending to buy the product is always higher than that of those subjects . 
who do not favour the language usage and intend to buy the product. There are two 
advertisements (Ad. 2 and Ad. 8) in which no significant relationship could be found 
between the like and dislike of the language usage and the buying of the product at the 
level of not favouring the linguistic element and in favour of the language substance. 
However, a dependency relationship can be found if the cut offline changes a little bit. 
Table 6.12c. below shows the distributions of female subjects for Ad. 2 and Ad. 8 
before collapsing the data. 
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Attitude toward the Not Buying the Product Buying the Product 
Linguistic Element 
O^anguage) 
Ad. 2 Not Favouring 66 (94%) 4 (6%) 
N = 1 6 5 Neutral 55 (79%) 15 (21%) 
Favouring 18 (72%) 7 (28%) 
Ad. 8 Not Favouring 44 (96%) 2 (4%) 
N = 1 6 2 Neutral 55 (77%) 16 (23%) 
Favouring 32 (71%) 13 (29%) 
Columns underlined indicate similar pattern which will be grouped together in a 
j collapsed later. 
Total number of female subjects is 168. Data above exclude missing data, number of 
subjects for each advertisement may be slightly different. [ 
Table 6.12c. Distributions of female subjects' Preference of Language (when presented 丨 together with non-linguistic element for Ad. 2 and Ad. 8) and the Buying ofthe Product 
i for Female Subjects 
j 
j 
In these two advertisements out of eight (Ad. 2 and Ad. 8)， since those female 
I 
subjects who are in a neutral position towards the language usage in the 
advertisements tend to behave in a similar way as those female subjects who favour the 
advertisements in terms of language usage, so they are grouped together in the 
collapsed table below (Table 6.12d.). 
Attitude toward the Not Buying the Buying the Chi-square p-value 
Linguistic Element Product Product value 
(Language) ‘ 
Ad. 2 NotFavouring 66 (94%) 4 ~ ~ (6%) 7.97 p<0.005 
N = 1 6 5 Neutral&Favouring 73 (77%) 22 (23%) 
Ad. 8 Not Favouring ~~44 (96%) 2 (4%) T ^ p<0.005 
N = 162 Neutral & Favouring 87 (75%) 29 (25%) 
d f = l 
Total number of female subjects is 168. Data above exclude missing data, number of subjects for 
each advertisement may be slightly different. 
Table 6.12d. Collapsed table for the Preference of Language (when presented together with 
non-linguistic element) and the Buying of the Product for Female Subjects for Ad 2 and 
Ad.8 
Though the cut off point for these two advertisements is slightly different, they still 
suggest that subjects who do not favour the advertisements are less likely to have the 
intention to buy the product (6% for Ad. 2 and 4% for Ad. 8). Once the subjects find 
100 
•;| 
I the language usage favourable, significantly more of them will report having the 
1 
intention to buy the product (23% to 25% for Ad. 2 and Ad. 8 respectively). 
i 
Therefore, the only difference can only be found with Ad. 1 and Ad. 4, which mark a 
difference in behaviour for male and female subjects. 
A general remark can be made saying that even though there are some 
relatively small variations in the patterns of the male and the female subjects in some 
cases, basically, the data that was collected in the questionnaire suggests a strong 
dependency relationship (the p-value ranges from p<0.005 to p<0.000) between the 
appreciation of linguistic and non-linguistic element in relation to whether the subjects 
are going to buy the product or not. 
6.3.2.3.2. Gender and the relations between Language (without Pictures) and Buying 
of the Product 
Generally speaking, gender does not play an important role in the 
difference in the behaviour of the subjects with regard to this matter. There is only one 
text out of eleven which has a slightly different pattern because of a gender difference. 
Such a difference is found in Txt. 1，the pattern (the favouring of the language usage in 
relation to the reported intention of buying the product by the subjects) that is 
generated for female subjects alone and male and female subjects together cannot be 
• found in the male subjects. Table 6.12e. shows the distributions of subjects for Txt. 1 
in relation to the buying of the product for male and female subjects separately. 
Attitude toward the Not Buying the Buying the Chi-square p-value 
Linguistic Element Product Product value 
p:>anguage) 
Male NotFavouring 70 (90%) 8 (10%) 15.12 ？ significant * 
N = 100 Favouring 11 (50%) 11 (50%) 
Female Not Favouring "To5 (87%) ~ l 6 (13%) 36.57 p<0.000 
N = 167 |Favouring 18 (39%)| 28 (61%) 
df= 1 
* The p-value may not be accurate because some cells have less than 5 as their expected 
frequencies. 
Total number ofmale subjects is 100，and for female subjects 168. Data above exclude missing 
data, number of subjects for each advertisement may be slightly different. 
Table 6. 12e. Preference ofLanguage (when presented together without non-linguistic 










j •| This phrase (Txt. 1) seems a bit weak in supporting the idea that gender difference is 
i 
j related to the preference of language usage and the expressed intention of buying the 
advertised product, since this is the only exception out of eleven. Therefore, it may be 
appropriate to say that gender difference is unlikely to be related to the readers' 
preference ofthe language usage and their expressed intention to buy the product. 
6.3.2.4. Other social factors and the relationship between Language and the Buying of 
the Product 
The other social factors such as educational levels of the subjects, their 
linguistic proficiency levels, exposure to English (in terms of using English in theirjobs 
and previous taking of literature courses) were studied in relation to the subjects, 
preference of the language usage and their intention to buy the product. The findings 
suggest no significant relationship with any of the above social factors. 
6.3.2.5. The Relative Importance ofLanguage and Picture in relation to the Buying of 
the Product 
In order to see whether it is language or pictures that is more likely to 
be related to the subjects' intentions to buy the advertised product, the findings on the 
I 
relation between non-linguistic element and the expressed intention of buying the 





Attitude toward the Not Buying Buying the Chi-square p-value 
Non-Linguistic the Product Product value 
Element (Pictures) 
Ad. 1 Not Favouring 158~~(96%) ~~~7 (4%) 36.55 p<0.000 ~~ 
N = 264 Favouring 67 (68%) 32 (32%) 
Ad. 2 Not Favouring 191 (91%) "1^ (9%) 41.84 p<0.000 
N =263 Favouring 29 (54%) 25 (46%) 
Ad. 3 Not Favouring ~ m ~ ~ ( 7 8 % ) 31 (22%) 51.57 p<0.000 
N = 261 Favouring 40 (33%) 82 (67%) 
Ad. 4 Not Favouring "lil~~~(88%) ~ ^ (12%) 18.56 p<0.000 
N = 262 Favouring 65 (64%) 36 (36%) 
Ad. 5 Not Favouring 88~~(90%) 10 (10%) 22.66 p<0.000 
N = 257 Favouring 98 (62%) 61 (38%) 
Ad. 6 Not Favouring 170 (86%) ~27 (14%) 36.4 p<0.000 
N = 259 Favouring 30 (48%) 32 (52%) 
Ad. 7 Not Favouring 52~~~(67%) ~ ^ (33%) 14.81 p<0.000 
N = 257 Favouring 71 (40%) 108 (60%) 
Ad. 8 Not Favouring ~ m ~ ~ ( 8 6 % ) 29 (14%) 29.31 p<0.000 
N = 259 |Favouring 29 (51%)| 28 (49%)| 
df= 1 
Total number of subjects is 269. Data above exclude missing data, number of subjects for each 
advertisement may be slightly different. 
Table 6.13a. Preference ofNon-Linguistic Element (Pictures) and the Buying ofthe Product 
It is found that there is a very strong dependency relationship between the 
non-linguistic element and the expressed intention of buying of the product by the 
readers. In other words, the ratings on the non-linguistic elements in an advertisement 
to some extent reflect the subjects' perceived purchasing behaviour. For all eight 
advertisements in which the subjects do not favour the pictures, the majority of them 
(at least 67% to 96%) have no intention to buy the product (p<0.000 for Ad. 1 to Ad. 
8). However, from those who favour the non-linguistic element ofthe advertisements, 
there are always more than 30% of them who will report wanting to buy the product. 
What has been discussed so far indicates that both the linguistic and 
non-linguistic element in an advertisement have strong dependency relationships with 
the subjects' decisions to buy the product or not. At this point, it may be interesting to 
look at the relative importance of language and pictures in this issue. Table 6.13b. 
below tries to compare the number of subjects who have rated on both the linguistic 








‘ two variables in order to find out whether it is language or pictures that is more likely 
to be related to the subjects' intentions to buy the advertised product. So, only those 
,.j subjects who have reported that they would buy the advertised product after reading 
• 1 \ the advertisements would be studied. •] 
'1 1 I 
Language Picture Chi-square p-value 
value 
Ad. 1 NotFavouring ^ (51%) 7 (18%) 8.16 p<0.004 
！ Favouring 19 (49%) 32 (82%) 
Ad.2 Not Favouring ~Ys (60%)"~1^ (42%) 2 not significant 
Favouring 17 (40%) 25 (58%) 
Ad. 3 Not Favouring " ^ (48%)~~Yl (27%) 9 ^ p<0.002 
Favouring 59 (52%) 82 (73%) 
Ad. 4 Not Favouring " ^ (59%)~~^ (36%7 5.6 p<0.023 
Favouring 23 (41%) 36 (64%) 
Ad. 5 Not Favouring ~ l j (38%)"~16 (14%) 9.36 p<0.002 
Favouring 44 (62%) 61 (86%) 
Ad. 6 Not Favouring " ^ (44%)"~^ (46%) 0 not significant 
Favouring 33 (56%) 32 (54%) 
Ad. 7 Not Favouring " 1 3 (40%)"""^ (19%) 12.43 p<0.000 
Favouring 80 (60%) 108 (81%) 
Ad. 8 NotFavouring 32 (56%) ~ 2 9 (51%) o U not significant 
|Favouring 25 (44%) 28 (49%) 
df= 1 
Table 6.13b. The Like and Dislike ofLanguage / Pictures and the Buying ofthe Product 
(for subjects who reported buying the product). 
I 
Looking closely at the percentages, it is found that in more than half of the cases, (5 
advertisements out of 8)，there is a significant dependency relationship between 
whether the subjects favour the picture / language or not and their intention to buy the 
product. There is always a distinctive difference between the ratings on the pictures 
and the language. In these five advertisements, focusing on those subjects who have 
positive views towards both the linguistic and non-linguistic element, the difference 
between the two groups is that there are slightly more subjects who have positive 
views towards picture who would be more likely to report buying the product. The 
smallest difference between the two is 21% in Ad. 3 and Ad. 7，whereas the greatest 
difference is 33% for Ad. 1. What is shown here is that though both the linguistic 
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subjects will buy the product or not, the non-linguistic element may be slightly more 
important when compared to the language substance. 
In fact, this idea is once again supported if we look at the difference 
between those who are holding positive views and those who are on the negative side 
of the language and the pictures in the advertisements. Table 6.13c. is a summary 
(basing on Table 6.10. and 6.11.) of the distribution of subjects who reported that they 
would buy the product after reading the linguistic / non-linguistic element. 
Linguistic Element Non-Linguistic 
O^anguage) Element (Pictures) 
Ad. 1 Not Favouring 20 (10%) 7 (4%)~~ 
Favouring 19 (30%) 32 (32%) 
Ad. 2 Not Favouring ~ ~ ^ (11%) 1 ( 9 % ) ~ 
Favouring 17 (41%) 25 (46%) 
Ad. 3 Not Favouring ~ ~ ^ (35%) s l (23%)~~ 
Favouring 59 (56%) 82 (67%) 
Ad. 4 Not Favouring ~ 3 3 (17%) 20 ( 1 2 % ) ~ 
Favouring 23 (34%) 36 (36%) 
Ad. 5 Not Favouring ~~Yl (19%) Io ( 1 0 % ) ~ 
Favouring 44 (38%) 61 (38%) 
Ad. 6 Not Favouring ~~~^ (14%) Yl ( 1 4 % ) ~ 
Favouring 33 (44%) 32 (52%) 
Ad. 7 Not Favouring ~~53 (38%) ^ (33%)~~ 
Favouring 80 (68%) 108 (60%) 
Ad. 8 Not Favouring ~ ~ ^ (17%) S ( 1 4 % ) ^ 
|Favouring 25 (38%) 28 (49%) || 
Table 6.13c. A summary of the distributions of subjects (for Linguistic and 
Non-Linguistic Elements) reported buying the advertised product after reading 
the advertisement. 
If we focus on those who report having the intentions to buy the product, it is found 
that the difference in the percentages of subjects between those who like the pictures 
and those who do not is quite great. All these figures suggest that if the subjects' 
attitudes towards the picture / language is a favourable one, the efFect on their 
intentions to buy the product is slightly stronger for pictures than language. In other 
words, the relationships between the preference for linguistic elements and the 
intentions to buy the product are quite high, but not always as high as for 
non-linguistic elements. (This part will be fiirther discussed in the next chapter) 
105 
: : i 





6.3.3. Preference ofLinguistic Element and the Impression of the Company 
The subjects' ratings on the language substance after they read the 
advertisement was also studied with reference to their impression towards the 
company. The linguistic element that is presented together with or without pictures 
will be presented separately. 
6.3.3.1. Preference ofLinguistic Element (when presented together with pictures) and 
the Impression of the Company 
Table 6.14a. gives the findings for the relationship between the linguistic 
element and the feeling about the company for Ad. 1 to Ad. 8 (where the linguistic 
element is presented together with the non-linguistic element). 
Attitude Toward Feel Worse Feel Better Chi-square p-value 
Language Usage About Company About Company value 
Ad. 1 Not Favouring 178 (89%) 23 (11%) 29.67 p<0.000 
N = 263 Favouring 35 (56%) 27 (44%) 
Ad.2 Not Favouring m (90%) ~~22 (10%) 24.67 p<0.000 
N = 262 Favouring 24 (59%) 17 (41%) 
Ad. 3 Not Favouring ~~i% (69%) ~~47 (31%) 26.32 p<0.000 
N = 258 Favouring 38 (36%) 67 (64%) 
Ad.4 Not Favouring m (85%) ~ 2 9 (15%) 42.04 p<0.000 
N = 257 Favouring 29 (43%) 3 8 (57%) 
Ad.5 NotFavouring l07 (77%) ~~32 (23%) 37.54 p<0.000 
N = 254 Favouring 44 (38%) 71 (62%) 
Ad.6 NotFavouring m (88%) ~ ~ Y l ~ ~ (12%) 31.03 p<0.000 
N = 258 Favouring 43 (57%) 33 (43%) 
Ad.7 'NotFavouring ^ (67%) ^ 4 5 (33%) 59.14 p<0.000 
N = 256 Favouring 22 (19%) 96 (81%) 
Ad.8 NotFavouring m (90%) ~ ~ l 9 (10%) 51.59 p<0.000 
N = 255 |Favouring 31 (47%)| 35 (53%) 
d f = l 
Total number of subjects is 269. Data above exclude missing data, number of subjects for 
each advertisement may be slightly different. 
Table 6.14a. Preference ofLanguage Usage O^resented together with non-linguistic 
element) and the Impression of the Company 
From the responses of the subjects, it is found that there is a very strong dependency 
relationship (p-value < 0.000 for Ad. 1 to Ad. 8) between whether the subjects like the 
language usage and their feeling towards the company. In these eight advertisements, 
106 
the linguistic element is put together with the pictures. Those respondents who favour 
the language usage behave distinctively different from those who do not favour the 
language. For those subjects who do not report showing any positive feelings towards 
the language in the advertisements, almost all ofthem (from 67% to 90% for Ad. 1 to 
Ad. 8) will feel worse about the company after reading the advertisements. On the 
other hand, for those subjects whose ratings on the language usage are generally high, 
that is, for subjects are having favourable attitude, then usually close to half of them (at 
least 40%) will feel better in terms of their impressions towards the company. 
6.3.3.2. Preference of Linguistic Element (when presented separated from 
non-linguistic elemenO and the Impression of the Company 
Table 6.14b. is the summary of the findings for the same two variables 
(the linguistic element and the feeling towards the company) but for Txt. 1 to Txt. 11 
where the linguistic substance is presented alone without any pictures. 
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Attitude Towards Feel Worse About Feel Better About Chi-square p-value 
Language Usage The Company The Company value 
Txt. 1 Not Favouring 190 (95%) 10 (5%) 108.75 p<0.000 
N = 268 Favouring 24 (35%) 44 (65%) 
Txt. 2 Not Favouring 203 (98%) 5 (2%) 100.6 p<0.000 
N = 264 Favouring 25 (45%) 31 (55%) 
Txt. 3 Not Favouring 131 (94%) 8 (6%) 65.76 p<0.000 
N = 267 Favouring 63 (49%) 65 (51%) 
Txt. 4 Not Favouring 151 (93%) ^ U ^ ^ 104.42 p<0.000 
N = 267 Favouring 34 (33%) 70 (67%) 
Txt. 5 Not Favouring 176 (98%) 3 (2%) 115.48 p<0.000 
N = 269 Favouring 37 (41%) 53 (59%) 
Txt. 6 Not Favouring 103 (85%) ~ I s (15%) 89.13 p<0.000 
N = 268 Favouring 39 (27%) 108 (73%) 
Txt. 7 Not Favouring 117 (87%) ~ ~ I s (13%) 103.85 p<0.000 
N = 268 Favouring 32 (24%) 101 (76%) 
Txt. 8 Not Favouring 159 (96%) 7 (4%) 127.78 p<0.000 
N = 268 Favouring 31 (30%) 71 (70%) 
Txt. 9 Not Favouring 154 (96%) 7 (4%) 102.47 p<0.000 
N = 267 Favouring 41 (39%) 65 (61%) 
Txt. 10 Not Favouring 1 ^ (99%) 2 (1%) 120.03 p<0.000 
N = 267 Favouring 39 (39%) 60 (61%) 
Txt. 11 ~ ~ Not Favouring V76 (94%) ~ ~ H ^ ^ 92.03 p<0.000 
N = 265 |Favouring 31 (40%) 47 (60%) 
df= 1 
Total number of subjects is 269. Data above excludes missing data, number ofsubjects for 
each text may be slightly different. 
Table 6.14b. Preference ofLanguage Usage (separated from pictures) and Impressions i 
of Company 
The responses of the subjects show that there is a very strong dependency relationship 
(p<0.000 for all texts) between the subjects' ratings on the language usage and their 
feelings about the company. Nearly all (85% to 99%) of those subjects who do not 
favour the texts will not report feeling better about the company after reading the 
texts. However, the majority (51% to 76%) of those subjects who favour the texts 
will report having better impressions about the company after reading the texts. 
6.3.3.3. Gender in relation to the Preference of Linguistic Elements and the 
Impressions of the Company 
Looking at whether a difference in gender is going to have any effects 
on the subjects' impressions towards the company, it is found that the pattems for male 
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and female subjects are almost identical except for Ad. 1 where no significant 
relationship can be found for the male subjects. In other words, the social factor 
gender is highly unlikely to be related to a person's impression of the company based 
on his or her preference for the linguistic and non-linguistic elements. 
6.3.3.4. Other social factors and the relationship between Language and the 
Impressions of the Company 
The other social factors such as educational levels of the subjects, their 
linguistic proficiency levels, exposure to English (in terms of using English in theirjobs 
and previous taking of literature courses) were studied in relation to the subjects' 
preference of the language usage and their impressions towards the company after 
reading the advertisements. No significant relationship can be found with any of the 
above social factors. 
6.3.3.5. The Relative Importance of Linguistic and Non-Linguistic element in relation 
to the Impression of the Company 
In order to compare the relative importance of the linguistic and 
non-linguistic element, the relation between the non-linguistic element and the readers' 
impression of the company has to be presented. (Table 6.15) 
‘ 
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Attitude Toward Feel Worse Feel Better Chi-square p-value 
Non-Linguistic About Company About Company value 
Element (pictures) 
: Ad. 1 NotFavouring ]Jl (93%) ~ ~ U (7%) 40.42 p<0.000 
； N = 262 Favouring 60 (61%) 39 (39%) 
Ad. 2 Not Favouring ~ m (94%) ~ ~ U (6%) 55.82 p<0.000 
N = 261 Favouring 28 (52%) 26 (48%) 
Ad.3 NotFavouring l05 (77%) ~~Yl (23%) 51.55 p<0.000 
N = 258 Favouring 39 (32%) 83 (68%) 
Ad. 4 Not Favouring ~~Ii^ (94%) 9 (6%) 80.57 p<0.000 
N = 257 Favouring 44 (43%) 58 (57%) 
Ad. 5 Not Favouring S (90%) 9 (10%) 56.73 p<0.000 
N = 253 Favouring 66 (42%) 93 (58%) 
Ad. 6 NotFavouring 173 (88%) ~"23 (12%) 39.39 p<0.000 
N = 258 Favouring 31 (50%) 31 (50%) 
Ad. 7 Not Favouring ~ ^ (82%) ~ ~ U (18%) 60.36 p<0.000 
N = 257 Favouring 51 (28%) 129 (72%) 
Ad. 8 Not Favouring ~~VH (89%) ~ ~ n (11%) 52.88 p<0.000 
N = 255 |Favouring 24 (43%)| 32 (57%) 
d f = l 
Total number of subjects is 269. Data above exclude missing data, number ofsubjects for 
each advertisement may be slightly different. 
Table 6.15. Preference ofNon-Linguistic element and the Impression of the Company 
It is found that the majority of subjects who do not favour the pictures will not report 
having a better impression towards the company after reading the advertisements. For 
those who favour the pictures, in most cases (Ad. 3 to Ad. 8)，the majority ofthem will 
report feeling better about the company. For the other two advertisements (Ad. 1 and ‘ 
Ad. 2)，there are 39% and 48% of those who favour the pictures and also feel better 
about the company, these percentages are much higher than those who report not 
favouring the pictures and feeling better about the company. 
When comparing this table with Table 6.14a. on the relationship 
between the linguistic element (of Ad. 1 to Ad. 8) and the impression ofthe company 
after the readers read the advertisements, it is found that both linguistic and 
non-linguistic elements have very powerful dependency relationships with the 
impression of the company. For all cases, whether it is non-linguistic element with the 
impression of the company or linguistic element with the impression of the company, 
the p-value is less than 0.000. In both cases, there are always more subjects who 
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favour the linguistic or non-linguistic elements and report feeling better about the 
company than subjects who do not favour the two elements and report having more 
positive views about the company. 
6.3.4. The function of Language in attracting the readers' first attention 
In order to find out if language has the function of attracting the 
readers' first attention, the subjects were asked which aspect of an advertisement 
(picture or language) would attract their attention first for Ad. 1 to Ad. 8 (these 
advertisements are given to the subjects in their original form with pictures and text). 
It is hoped that with the responses of the subjects, some kinds of pattems can be 
deduced which can be generalised with reference to the focus ofthe different groups of 
readers who read the advertisements. Table 6.16a below is a report on the 
distributions of subjects for the two groups: pictures in attracting attention and 
language in attracting attention. 
Elements in Attracting Attention 
Picture Language 
Ad. 1 N = 258 230 (89%) 28 (11%) 
Ad.2 N = 247 227 (92%) 20 (8%) 
Ad.3 N = 257 206 (80%) 51 (20%) 
Ad. 4 N = 254 246 (97%) 8 (3%) ‘ 
Ad.5 N = 262 234 (89%) “ 28 (11%) 
Ad.6 N = 249 123 (49%) “ 126 (51%) 
Ad. 7 N = 259 245 (95%) 14 (5%) 
Ad.8 N = 258 201 (78%) 57 (22%) 
Total number of subjects is 269. Data above exclude missing data, 
number of subjects for each advertisement may be slightly different. 
Table 6.16a. Picture and Language in attracting readers' first attentions 
It is found that generally speaking, in 7 advertisements out of 8，the majority of the 
subjects have reported that pictures are the element that are more likely to draw their 
attention to read the advertisements. The percentages ofsubjects who find pictures as 
the substance that attracts their attention ranges from the lowest of49% (Ad. 6) to the 
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highest of 97% (Ad. 4). The number of subjects who find language as the element 
that attracts their attention is comparatively low. In some cases (Ad. 2, Ad. 4 and Ad. 
7)，less than 10% ofthe total population would report to have language attracting their 
first attention. Even for Ad. 6，the only one in which more respondents who find the 
linguistic element rather than pictures as drawing their attention，the percentage is just 
slightly more than half of the population (51%). The findings in the table suggest that 
non-linguistic element seems to be more likely to attract the readers' first attention than 
linguistic element. This pattern serves as the basis for further examinations of the 
issue with reference to the different social factors, (refer to the chapter on Discussion, 
7.3.3.) 
6.3.4.1. Gender in relation to the Function of Language in attracting the readers' 
attention 
The hypothesis that male and female subjects may behave differently in 
relation to which element (picture or language) is going to attract their first attention 
when reading the advertisements is not supported. For the eight advertisements, the 
male and female respondents do not demonstrate any significant difference when they 
were asked whether the linguistic element or non-linguistic element is more likely to 
draw their attention. In other words, there is no significant relationship found 
between the social factor gender and the readers, choices of language or pictures that 
appeals to them at first sight. 
6.3.4.2. Educational levels of the Readers in relation to the Element that attracts their 
attention 
Taking a look at the relationship between the reporting of whether 
language or pictures as more likely to be an attention attracting element and the 
educational levels of the subjects, there is a hypothesis that subjects with different 
educational levels may focus on different aspects which in turn is reflected in their 
choices of the element that is likely to attract their attention. However, this 
hypothesis is not supported by the data. The educational levels of the subjects is 
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unlikely to be related to whether they would be more likely to be attracted by the 
linguistic or non-linguistic that make up an advertisement. 
6.3.4.3. Exposure to English of the Readers in relation to the Element that attracts 
their attention 
The amount of exposure to English in the form of taking literature 
courses and use ofEnglish (reading) in the readers'jobs were also studied in relation to 
the elements that are likely to attract the subjects' first attention. The reason for 
looking at this factor is that previous experience to literature knowledge may be 
related to the focus of the readers when reading the advertisements. The hypothesis is 
that if the subjects vary in their amount of literature courses taken before, they may 
. ！ 
pay different degree of attention to pictures and language, and this may be related to ！ 
which element is going to attract their attention when reading the advertisements. In ： 
other words, the different amount of exposure to literature knowledge may be related ！ 
to the different degree of sensitivity towards language or pictures. However, the 
findings do not support this hypothesis because no significant relationship has been 
found between the amount of literature courses the subjects have taken before and the 
likelihood of being attracted by either language or pictures when reading the 
advertisements. As for the other factor, it is hypothesised that if one uses English 
more (in terms of reading since this study is looking at the reading of advertisements), 
perhaps the linguistic element may be more appealing to the readers in attracting their 
attention. Again, no significant relationship can be found between the two variables. 
6.4.0. Readers' Attitudes towards English Advertisements in Chinese Magazines 
It is getting more and more common to have English advertisements in 
Chinese magazines and newspapers. From a sociolinguistic perspective, it may be 
interesting to look at the views of the readers who are targets ofthese advertisements. 
Similar to what has been done so far, the attitudes of the subjects over this matter were 
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6.4.1._Gender Difference in relation to Readers' Attitudes towards English 
Advertisements in Chinese Magazines 
Gender difference was examined in relation to subjects' attitude towards 
English advertisements in Chinese magazines. The researcher had expected that male 
and female subjects might share different attitudes towards this phenomena, but no 
direct significant relationship has been found between these two variables. Gender 
interacts with other social factors in relation to the different attitudes of the readers 
towards the issue ofEnglish advertisements in Chinese magazines, (see 6.4.2.1.) 
6 .4 .2 . Studving Abroad and the Attitudes towards the putting of English 
Advertisements in Chinese Magazines 丨 
Table 6.17a. is a summary of the relationship for subjects who have 
studied abroad and those who have not in terms of their attitudes towards the inclusion ！ 
I 
ofEnglish advertisements in Chinese magazines. | 
Attitude Never Studied Studied Abroad Chi-square p-value 
Abroad 
Male& Not Favouring 149~~(75%)~~33 (52%) 11.28 p<0.001 
Female 
N = 263 |Favouring 50 (25%) 31 (48%) 
The total number of subjects is 269, including 100 male subjects, 168 female subjects. Data 
above exclude missing data. 
Table 6. 17a Relationship between Studying Abroad or not and the Attitudes Towards 
English Advertisements in Chinese Magazines 
Taking a closer look at the behaviour of male and female subjects as a whole group, 
Table 6.17a shows a strong dependency relationship (Chi-square value 11.28, p-value 
<0.001) between whether the subjects have ever had an experience to study abroad 
and their attitudes towards having English advertisements in Chinese magazines. It is 
found that for those who have studied abroad, nearly half ofthem would have positive 
views over this issue. For those respondents who have never studied abroad, only 
about a quarter (25%) of them will accept (in a positive way) the idea of having 
English advertisements in Chinese magazines. For this particular group of subjects 
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(the ones who have never studied abroad), there are significantly more subjects who 
have reported that they do not want English advertisements in Chinese magazines. 
6.4.2.1. Gender Difference in relation to Studying Abroad and Attitude Towards 
English Advertisements in Chinese Magazines. 
Interestingly, if gender is examined in relation to the experience of 
studying abroad, male and female subjects are found to be behaving differently (Table 
6.17b.). 
Attitude Never Studied Studied Abroad Chi-square p-value 
Abroad ‘ 
Female Not Favouring 100~~(78%)~~V7 (46%) 12.3 p<0.001 
N = 166 Favouring 29 (22%) 20 (54%) 
Male Not Favouring ~48 (67%)~~i^ (59%) ^ not significant 
N = 99 |Favouring 24 (33%) 11 (41%) 
d f = l 
The total number of subjects is 269, including 100 male subjects, 168 female subjects. Data 
above exclude missing data. 
Table 6.17b. Relationship between Studying Abroad or not and Attitudes Towards 
English Advertisements in Chinese Magazines for females and Male subjects separately. 
The dependency relationship between the experience of studying abroad and the 
readers' attitudes towards English advertisements in Chinese magazines could only be 
found in female subjects, but not for male respondents. The factor of studying abroad 
in relation to the readers' attitudes towards English advertisements in Chinese 
magazines is having a very strong dependency relationship for female subjects. For the 
female subjects, the majority (54%) of those who have studied abroad would report 
favouring the issue but for those who have not studied abroad, the majority of them 
(78%) will not favour the English advertisements in Chinese magazines. For the male 
subjects, whether they have studied abroad or not is not going to make any difference 
on their attitudes towards English advertisements in Chinese magazines. In this case, 
the results of the female subjects (Chi-square value 12.30，p-value <0.001) in fact 





(Chi-square value 11.28，p-value <0.001). Therefore Table 6.17a. does not reflect the 
case for both male and female subjects as one single group. 
6.4.3. Educational Levels and Attitudes Towards English Advertisements in 
Chinese Magazines 
The different educational levels of the subjects is another social factor 
that this study looked at in relation to their attitudes towards the finding of English 
advertisements in Chinese magazines. Table 6.18a. gives the distributions ofsubjects of 
different educational levels in relation to their attitudes towards English advertisements 
in Chinese magazines. 
Educational Level 
Attitude Form 5 Form 7 |University |Post Graduate 
Not Favouring ~~44 (83%) 21 ( 6 8 ^ ~ ~ 70 ( 6 0 ^ 32 ( 6 7 ^ 
Favouring 9 (17%) 10 ( 3 2 V ^ _ 46 (4Q%^ 16 (33%) 
Columns underlined show similar patterns which will be grouped together in a collapsed table 
later. 
Total number of subjects is 269. Data above exclude missing data. 
Table 6.18a. Distributions of subjects of different Educational Levels and their Attitude 
Towards English Advertisements in Chinese Magazines 
Since the behaviour of subjects with Form 7 level, University level and Post Graduate 
level is quite similar, they are grouped together as the group Form 7 and above in the 
collapsed table below (Table 6.18b.) 
Educational Level 
Attitude Form 5 |Form 7 and Above 
Not Favouring 44 (83%) 123 (63%) 
Favouring 9 (17%) 72 (37%) 
N = 248 chi-square value = 6.66 df = 1 p-value < 0.010 
Total number of subjects is 269. Data above exclude missing data. 
Table 6.18b. Collapsed table for Educational Levels and Attitudes Towards 
English Advertisements in Chinese Magazines 
i 
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Table 6.18b shows that there is a dependency relationship between the educational 
levels of the subjects and their feelings towards the use of English advertisements in 
Chinese magazines (chi-square value 6.66, p-value <0.010). In other words, the 
educational levels of the subjects are related to their attitudes over the issue. For 
1 
those subjects of Form 5 level, only 17% of them would show a favouring attitude. 
Whereas, for those subjects who have attained Form 7 level and above, about 37% 
(double the size of those who have only reached Form 5 level) of them would hold a 
favouring view. 
6.4.3.1. Gender in relation to the Educational Levels and the Attitudes Towards 
English Advertisements in Chinese Magazines. 
Again, what is interesting here is that if gender is studied with reference 
to the educational levels of the subjects, the male and the female subjects are found to 
behave in significantly different ways. Table 6.18c. below shows the distributions of 
subjects of different educational levels in relation to their wanting of English 
advertisements in Chinese magazines for females and males separately. 
Educational Level 
Gender Attitude Form 5 |Form7 |University |Post Graduate 
Female Not Favouring ~32 (89%) 15 (11^^ 46 (64%^ 16 ( 5 9 « ^ 
N = 156 Favouring 4 (11%) 6 (29%) 26 (36%^ 11 (41%) 
Male NotFavouring 11 (69%) ~ 6 (60%) 24 (55%) 16 (76%) 
N = 91 |Favouring 5 (31%) 4 (40%) 20 (45%) 5 (24%) 
Columns underlined show similar pattern which will be collapsed later. 
The total number of male subjects is 100，female subjects is 168. Data above exclude missing 
data. 
Table 6.18c. Distributions of male and female subjects with different Educational Levels 
and their Attitudes Towards English Advertisements in Chinese Magazines 
For the female subjects, it is quite clear that subjects ofForm 7 level, University level 
and Post Graduate level behave in a similar pattern, so they will be grouped together 
under the same group (Form 7 and above) in the collapsed table below (Table 6.18d.) 
in order to get better chi-square results. For the male subjects, no significant difference 
could be found for the subjects with different educational levels because for all levels, 
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the distributions of subjects are very similar. Nevertheless, for purpose of comparison, 
they will be grouped together in the same way as the female subjects. 
Educational Level 
Gender Attitude Form 5 Form7 & Chi-square p-value 
Above value 
Female NotFavouring ~n (89%)~~T7 (64%) o T p<0.009 
N = 156 Favouring 4 (11%) 43 (36%) 
Male Not Favouring "11 (59%)"~15 (76%) 1.46 not significant 
N = 91 |Favouring 29 (41%) 5 (24%) 
d f = l 
The total number of male subjects is 100, female subjects is 168. Data above exclude 
missing data. 
Table 6.18d. Collapsed table for subjects of different Educational Levels and their 
Attitudes Towards English Advertisements in Chinese Magazines for female and male 
subjects separately. 
For the female subjects who are at Form 5 level, around 11% ofthem are positive over 
the issue, for those subjects who have reached Form 7 level or above, 36% (three 
times the percentage for those who have only Form 5 level) of them are found to be 
holding a favouring view. Such a dependency relationship, however, could not be 
found for the male subjects. 
Again, comparing the chi-square results for the case when male and 
female subjects are considered as one group and the case when they are studied 
separately, it is found that the chi-square results for the former case is almost identical 
to the case when the females are studied alone (chi-square value 6.66，p<0.010 and 
chi-square 6.91，p<0.009 respectively). Therefore, these chi-square values suggest 
that the results of the female subjects are actually controlling the results when the male 
and the female subjects are studied as one whole group. In view of this, Table 6.18b. 
should be regarded as an invalid test for testing the male and the female subjects 
together. What is then suggested is that the educational levels of the subjects is 
affecting only the female subjects in relation to their attitudes towards English 
advertisements in Chinese magazines. 
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6.4.3.2. Other social factors in relation to Readers' Attitudes Towards English 
Advertisements in Chinese Magazines 
The other social factors such as educational levels of the subjects, their 
linguistic proficiency levels, exposure to English (in terms of using English in theirjobs 
and previous taking of literature courses) were studied in relation to the readers' 
attitudes towards English advertisements in Chinese magazines. No significant 
relationship was found with any of the above social factors. 
The section on the attitudes of subjects towards the inclusion ofEnglish 
advertisements in Chinese magazines finishes off this chapter in which all the findings 
that are presented so far are only very factual data, and no explanation of any kind has 
been offered. The next chapter will be devoted to a detailed discussion on the findings 








7. 0 This study aims at finding out if differences in the participants (in terms 
of the different social backgrounds of the subjects such as gender, educational levels 
and linguistic proficiency levels) are related to their appreciation of advertisements. 
The appreciation of advertisements includes the understanding of the advertisements 
and the preference of some techniques of foregrounding used in the advertisements. 
Another focus of this study is to explore the functions of language in advertising and 
the attitudes of readers towards English advertisements in Chinese magazines. Chapter 
6 has already reported the findings on all these topics. What will be done in this 
chapter will be an explanation and discussion of such findings. 
The approach here is to look at individual social factors and discuss 
how each one is related to the four main aspects. Before examining each social factor 
one by one, there will be some discussions on these four areas in general. This 
chapter is divided into seven sections. 7.1. will be a general discussion on the 
interpretations of advertisements; 7.2. will focus on the preference ofthe techniques of 
foregrounding used; 7.3. will be a discussion on the functions of language in 
advertising, and 7.4. will discuss the attitudes of the readers towards the inclusion of 
English advertisements in Chinese magazines. After some discussions on the four main 
areas that this study focuses on，each individual social factors will be discussed with 
reference to these four main aspects. 7.5. will begin the discussion of the different 
social factors. 7.5.1. for gender; 7.5.2 for linguistic proficiency; 7.5.3. for educational 
level; 7.5.4. for the exposure ofEnglish, 7.5.5. for the experience of studying abroad; 
and 7.5.6. will be the interactions of gender with educational level and the experience 
ofstudying abroad. Section 7.6. will be an overview of the interactions ofthe different 
components that make up advertising. The fmal section 7.7. will be a discussion of 




7. 1. The Interpretations of Advertisements 
The understanding of advertisements refers to whether the readers are 
able to get the obvious and the unobvious meanings in the advertisements. O f course, 
the most important thing is to get the unobvious meaning, which will be the one that 
copywriters will want the readers to arrive at. The ten words / phrases that the 
subjects are asked to interpret in this study show different degrees ofunderstanding by 
the readers. The difficulties of these words / phrases are measured in terms of the 
percentage of subjects who are able to report both the obvious and the unobvious 
meanings. The ranking is presented in Table 7.1a. below. 
Rank Word / Phrase Code No. of No of Subjects No. of Subjects No. of Subjects 
Subjects reporting only the reporting both reporting Not 
Respond- Obvious Meanings theObvious& Knowingor 
ing with Unobvious Irrelevant Answers 
relevant Meanings 
answers 
1 Language Ad. 3 209 ~38 (17%) ~~m (76%)~~l5 (7%) 
2 Ocean Ad. 7 _ 207 ~~64 (29%)" 143 (64%) 14 (7%) 
3 East Ad. 1 231 88 (37%) 143 (60%) 7 (3%) 
3 West Ad. 1 230 87 (32%) 143 (60%) 7 (3%) 
7 Brainwash Ad. 5 154 81 (40%) 73 (36%) 48 (24%) 
_ 8 In Time * Ad.4 114 40 (18%) 74 (34%) 105 (48%) 
9 DoubleLife 7 Z Y 177 ~126 ( 6 T ^ 51 (27%) " "^T" (6%) 
9 Escape Ad. 6 177 122 (59%) 55 (26%) 31 (15%) 
5 Out This Year * Ad. 8 111 97 (48%) 14 (7%) 90 (45%) 
6|ln ThisYcar* |Ad. s| 109 103 (52%) 6 (3%) 91 (45%) 
* Examples with less than 135 subjects giving obvious or obvious and unobvious meanings 
Total number of subjects is 269. Data above exclude missing data. 
Table 7. la. The relative difficulties of the words / phrases tested in the questionnaire. 
The percentages given in the above table are based on the total number of subjects 
who have given either the obvious meanings / unobvious meanings or irrelevant 
answers. Since the focus here is to examine how well each phrase is understood by the 
subjects, it will be more appropriate to look at how many subjects from the total 
sample population can give relevant answers (obvious and / or unobvious meanings). 
In some cases, one may find that only few people respond and it may be the case that 
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the subjects do not fill in any answers because they do not know the answers. 
Therefore, for further analysis of the data, it may be more interesting to take out those 
phrases in which less than half of the sample population (that will be 135 subjects) 
respond, and leave the discussion to later sections and focus on those words / phrases 
with more responses. This leaves seven phrases, which are ranked again in Table 7. lb. 
In this table, the percentages shown are calculated based on the total number of 
subjects in the sample population (that is, 269 subjects) for the reasonjust discussed. 
Rank Word / Code Technique No ofSubjects No. ofSubjects No.ofSubjects 
Phrase used reporting only the reporting both the reporting Not 
Obvious Meanings Obvious & Knowing or 
Unobvious Meanings Irrelevant Answers 
1 Language Ad. 3 Metaphor 38 (14%)*" 171 (64%) "1 ^ (6%) 
2 East - Ad. 1 Metonymy 88 (33%) “ 143 (53%) 7 (3%)“ 
2 West Ad. 1 Metonymy 87 (32%) 143 (53%) 7 (3%) 
2 Ocean Ad. 7 Pun 64 (24%) 143 (53%) 14 (5%) 
5 Brainwash Ad. 5 Pun 81 (30%) “ 73 (27%) —48 ( 1 8 ^ 
6 Escape Ad. 6 Pun 122 (45%) 55 (20%) 31 (12%) 
7 Double Life Ad. 2 Metaphor 126 (47%) 51 Q9%) 12 (4%)“ 
* percentages here are based on the total sample population, so adding of the percentages from the 
three columns does not give a total of 100% 
Total number of subjects is 269. Data above exclude missing data. 
Table 7. lb. The relative difficulties of the words / phrases tested in the questionnaire (only for 
words / phrases with more than half of the sample population responding. 
Looking at these words / phrases where more than half of the sample population have 
responded, they all share one similarity. All of them involve the interpretations of 
lexical items (which is different from those three phrase that have been taken out, these 
phrases will be discussed later). Even though all these seven examples have more than 
half of the sample population responding, there are only four phrases where the 
majority of the subjects can report both the obvious and the unobvious meanings. For 
the rest, less than 30% ofthe subjects are able to give both the obvious and unobvious 
meanings of the words / phrases. The four words that are understood best are 
"Language", "East", "West", and "Ocean". In other words, these four words can be 
considered as relatively easy because at least half of the subjects are reporting both 




foregrounding used in them. One can find that metaphor is among the easiest in 
"Language", then followed by metonymy (in "East" and "West"). The technique of 
pun tends to be a bit difficult. For the three puns that were tested, there is only one 
which halfofthe sample population can fully understand. 
When looking at those examples that less than 30% of the subjects are 
likely to understand, it seems that metaphor is on the one hand the easiest in terms of 
understanding (for "Language"); on the other hand, it is also the most difficult one as 
in "Double Life" where only 19% of the total sample population who report both the 
obvious and the unobvious meanings. What these examples may suggest is that 
perhaps it may be the case that it is something more than the technique that hinders the 
understanding of the advertisements. A better picture of the understanding of the 
advertisements can be obtained when turning to the three phrases which are taken out 
from discussion for the previous part. 
Table 7.1c. gives the distributions of subjects who have given different 
answers for the three phrases. 
Word / Phrase Code Technique No of Subjects No. of Subjects No. of Subjects 
used reporting only the reporting both the reporting Not 
Obvious Meanings Obvious & Knowing or 
Unobvious Meanings Irrelevant Answers 
In Time Ad. 3 Metaphor 40 ( 15%)* 74 (28%) 105 (39%) 
Out This Year Ad. T Metaphor — 97 (36%) ~ i 4 (5%) 90 (33%)" 
In This Year |Ad. l|Metaphor 103 Q8%) 6 (2%) 91 (34%) 
* percentages here are based on the total sample population, so adding of the percentages from 
the three columns does not give a total of 100% 
Total number of subjects is 269. Data above exclude missing data. 
Table 7. lc. The relative difficulties of the words / phrases tested in the questionnaire (only 
for words / phrases with less than half of the sample population responding. 
The interpretations of these three phrases involve metaphors that contain prepositions. 
For the interpretation of "In This Year" and "Out This Year", the researcher 
discovered one interesting phenomenon when entering the data into the statistical 
programme. About 30% of the subjects (this 30% of subjects is part of the group of 




interpret "In" as a preposition, having the interpretation of now, in this particular year; 
for the word "Out", 29% ofthe subjects regard it as a preposition which means "not in 
this year". This may be one of the main differences between native speakers and 
non-native speakers. For non-native speakers, when they find that when "In" can be 
treated as a preposition in the phrase in which no ungrammaticality results, they then 
generalise this to the word "Out" without noticing that "Out" is unlikely to take a noun 
phrase as its complement, in such case, making the interpretation of "Out" as 
preposition a bit strange. Another explanation may be that non-native speakers treat 
the phrase "Out This Year" as an elliptical phrase of "out ofthis year", basing on the 
usage of "out o f as in "out of this room", (even though again, the meaning is a little 
strange). After discussing these phrases with a few native speakers, it is found that 
they are unlikely to have thought of these two interpretations. 
For the other phrase "In Time", once again, there is an interpretation 
which is unlikely to be an appropriate one because of the context and also the 
grammatical structure of the phrase. However, about 35% of the sample population 
has given that interpretation, that is，they are treating "In" as an adjective as in "in 
vogue". The reasons why these three phrases end up with such a great difference 
between native and non-native speakers can be explained if the three phrases are 
examined closely. It is found that the interpretations of them involve linguistic 
knowledge on the grammatical structure because the readers have to take into 
consideration some grammatical rules (whether the word is to be treated as a 
preposition or an adjective) in order to get the obvious and unobvious meanings. 
These three phrases show the importance of grammatical knowledge in order to 
interpret an advertisement. Without this knowledge, it is relatively difficult to arrive at 
the obvious meanings (not to mention the arriving at the unobvious meanings which to 
a certain extent depends on the obvious one) of the advertisement (this will be 
discussed later). In fact, prepositions is one of the areas with which second language 
learners may have most difficulties. This explains why non-native speakers have 




What can be said about the understanding of advertisements by the 
readers with the help of these findings is that there appears to be very complex 
interactions between the expression, grammatical structures, its context and the 
relative degree of difficulty. Different techniques of foregrounding may result in 
similar difficulties for non-native speakers, both puns and metaphors can be difficult 
based on Table 7.1b (they can rank as low as 6 to 7 respectively). In other words, 
each word may have different degrees of difficulties, and such difficulties may be 
realised when used in their different forms (in most cases, with the help ofthe different 
techniques of foregrounding, as is "Out" in the metaphor of "Out This Year".) 
However, at this present stage, the researcher is not able to come up with any 
objective ways of determining the relative difficulties of the words, and their different 
degrees of difficulties when used differently. Further research has to be done in the 
future. 
As discussed in this section，the understanding of the advertisements is 
found to be different for native and non-native speakers, which is very likely to be 
attributed to a difference in linguistic knowledge (such relations will be discussed in 
greater detail in section 7.5.). Some other social factors will be discussed in relation to 
the interpretations of advertisements later, (section 7.5.) 
7. 2. The Preference ofTechniques ofForegrounding 
The findings in this study suggest that generally speaking, the 
technique of repetition is quite popular among the readers. Presenting once again the 
table of the mean scores (basing on the ratings by the subjects) of the different 
techniques may be helpful with the discussion. Table 7.2 below (the same as the one in 
Chapter 6, 6.4.) gives the results of the readers' preference of the techniques of 
foregrounding, and they are ranked according to the mean scores. These mean scores 
fall between the minimum possible score (6) to the maximum possible score (30). 
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Rank Code Literary Techniques Used |Mean 
1 Txt. 6 Repetition & Lexical Creation 21.oT 
2 Txt. 7 Contrastive Concepts 20.2 
3 Txt. 9 Alliteration & Lexical Creation 19.42 
4 Txt. 3 Repetition & Paralldism “ 19.31 
5 Txt. 10 Repetition & Pim 19.01 
6 Txt. 4 Parallelism 18.87 
7 Txt. 11 Metaphor 18.86 
8 Txt. 8 Repetition 18.68 
9 Txt. 5 Repetition & Contrastive Concepts (& Frustration) 18.36 
10 Txt. 2 Lexical Creation 17.74 
ll|Txt. 1 |Repetition & Alliteration “ 17.71 
Table 7.2. Rankings for Txt. 1 to Txt. 11 basing on the mean scores 
Generally speaking, the technique of repetition is likely to make another 
technique which is comparatively less preferred by the readers become more 
favourable in most cases?. This happens to lexical creation and parallelism. Lexical 
creation when used alone in Txt. 2 ranks the tenth on the scale, once it is used together 
with repetition (Txt. 6), it becomes the most popular one among the eleven examples. 
When parallelism is used by itself in Txt. 4，it is the sixth on the scale, when used 
together with repetition, its status moves slightly upwards to the fourth place. 
However, there are two exceptions: alliterations and the juxtaposition of contrastive 
ideas. The ranking of alliteration when used together with repetition, does not shift 
upwards to a better position, on the contrary, it is the least preferred technique of all. 
One reason may be that when repetition is over used, it may not be a very popular 
technique. Repetition may be over used in the case of Txt. 1 (Repetition + 
Alliteration) in that alliteration is also a kind of repetition because it is the repetition of 
sounds8. When two techniques which can be noticed so obviously are used together, 
the readers may tend to find that not favourable. 
7 One interesting phenomenon is that when the technique of repetition is used alone, it is 
not very welcomed by the readers because it ranks only the eighth on the scale ofeleven. 
8 One might argue that parallelism is also a kind of repetition, (the repetition ofsyntactic 
structure), but repetition when combined together with parallelism does not pull it down the 
scale. It may be the case the repetition of lexical items and of sounds when compared to the 





Another exception is with Txt. 5，when repetition is used together with 
the juxtaposition of contrastive concepts. When the juxtaposition of contrastive 
concepts is used alone in Txt. 7, it is the second most popular technique of 
foregrounding among the readers. Once it is used with repetition, it falls to the ninth 
rank. However, in Txt. 5, there may be another technique that is at work, that is the 
frustrations of chiasmus (the reversal in order of words in two otherwise parallel 
phrases). It may be the case that it is the frustration of what is expected that is 
affecting the readers' preference of the text. I f one follows the argument that repetition 
is likely to be favoured by readers (provided that it is not overused), then one may say 
that in Txt. 5, it is the chiastic structure that makes the readers dislike the text instead 
ofthe combination of repetition and thejuxtaposition of contrastive concepts. 
For the preference of individual technique (lexical creation, metaphor, 
alliteration, juxtaposition of contrastive concepts) by the readers, no specific pattem 
can be found. It may be the case that some more examples have to be given to the 
readers to rate on (which may be another interesting study), or the preference ofthese 
individual techniques is something which is very subjective with no regular pattern. 
The relationships between this variable and other social background 
factors will be discussed in detail in later sections because the preference of the 
technique of repetition is found to be related to the respondents' educational level 
(7.5.3.2.), previous exposure to knowledge of literature (7.5.4.2.) and also to the 
subjects' English proficiency levels (7.5.2.2.). 
7.3.0. The Functions ofLanguage in Advertising 
7.3.1. The Linguistic element and the Buying of the Product 
The ultimate goal of commercial advertisements is to promote sales of 
the products, so it will be interesting to examine if advertisements can achieve this goal 
through their language usage. 
The issue whether advertising is one of the factors that is likely to 
influence sales has already been discussed by many economists and researchers from 
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the field of advertising (Jones, 1990; Kover and James, 1993; Stack, 1978). Jones 
(1990) gives examples that show an increase of sales after advertising, however, he 
does not show in what ways advertising serves this function ofincreasing sales. In this 
study, the researcher tries to see how advertising language can be related to such issue. 
Information from the first part of the questionnaire (where the 
advertisements are presented in their original form) shows that the proportion of 
subjects who favour the advertisements and their intentions to buy the products is 
.1 
significantly more (p<0.005 to p<0.000) than subjects who do not favour the 
advertisements and have no intention to buy the products (nearly all of those who do 
not favour the advertisements will report having no intention to buy the products), 
(see Table 6.10.) Similar findings from Section II of the questionnaire once again 
support this idea. For those advertisements where only the linguistic element is given, 
nearly all of those subjects who do not favour the texts report that they would not buy 
the advertised product; and it is always more than half of those subjects who favour 
the texts who also report that they would buy the product (see Table 6.11.). Findings 
from Section II of the questionnaire are even stronger support for the functions of 
language in relation to the expressed intention of buying the advertised product. The 
first reason is that for all texts, a dependency relationship of p<0.000 is shown. 
Secondly, in Section II of the questionnaire, only the linguistic element is presented, 
therefore, the subjects are not told the brand names of the product. In this case, it is 
extremely unlikely that the readers will be biased over certain brands ofproducts. 
What is suggested with these findings is that linguistic element plays a 
prominent role in influencing the readers' intentions to purchase the advertised product. 
It must be admitted that it is quite difficult to say that the preference of language 
usage is one of the causes that the consumers go and buy the advertised product 
(especially when it is the expressed intention of buying the products rather than the 
actual purchasing behaviour that this study looks at). However, it seems appropriate 
to say that from the findings in this study, since it is found that the like and dislike of 






to buy the advertised product (the majority of those who intend to buy the product 
after reading the linguistic element also favour the language), it is very important for 
the copywriters to write something that the readers will like. 
The non-linguistic element in an advertisement is also studied with 
reference to the subjects' intentions to buy the product. Similar to the findings about 
the linguistic element, the favouring of the pictures has a strong dependency 
relationship with the subjects, intentions to buy the products. (Refer to Table 6.13a.) 
The majority of those subjects who do not like the advertisement pictures will also 
report having no intention to buy the product. There are always more subjects who 
will report favouring the pictures and intending to buy the product than subjects who 
report not favouring the pictures and having the intention to buy the product. That is， 
if the readers like the pictures, it is very likely that their intentions to buy the product 
may also be affected. 
7.3.2. The Linguistic element and the Readers' Impressions ofthe Company 
The language in advertising has another function which is related to the 
readers' impressions of the company. Whether the linguistic element is presented with 
or without pictures, it is found that there is a very strong dependency relationship 
between the favouring of language usage and the readers' impression of the company 
after reading the advertisements. In cases where the linguistic element is presented 
together with the non-linguistic element, the majority of those who do not favour the 
language have also reported that they feel worse about the company after they read 
the advertisements (see Table 6.14a.). The p-value is less than 0.000 for all the eight 
advertisements. When it comes to the case when the linguistic element is presented 
alone, nearly all of those subjects who do not favour the linguistic element will feel 
worse about the company. For those subjects who favour the language usage in the 
different texts, the majority of them will feel better about the company (see Table 
6.14b.). Again, the p-value is less than 0.000 for all cases (the eleven phrases). For 
these eleven texts, since the brand names of the products are not provided，the ratings 
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: on the texts will be very reliable, because it is unlikely that the subjects like the texts or 
intend to buy the products because they like some particular brands. 
The findings here suggest that there is a strong tendency for those 
subjects who report that they favour the language will also report that they feel better 
about the company after reading the advertisements. 
The preference of the non-linguistic element in the advertisements was 
studied in relation to the subjects' impressions about the company. Similar to the 
relation between the linguistic element and the feeling about the company, it is found 
that there is a strong dependency relationship between the like and dislike of the 
pictures in an advertisement and the readers' feeling about the company (see Table 
6.15.). The majority of those subjects who do not like the pictures will feel worse 
about the company; similarly, there are always more subjects who find the pictures 
favourable and feel better about the company than those who do not like the pictures 
and also feel better about the company. In summary, both linguistic and non-linguistic 
elements are found to be related to the maintenance of the company's image. 
7.3.3. The Linguistic element and Attention Attracting 
The importance oflanguage in advertising was also examined in relation 
to whether it is the substance that first attracts the readers' attention. It is found that in 
most cases (7 advertisements out of 8 in Section I), the non-linguistic element tends to 
be the substance that serves as the attention getting device (refer to Table 6.16a.). 
This may be because of the layout of the advertisements. For all the advertisements in 
Section I，the language component is relatively small in size as compared to the 
pictures. In addition, in most cases, the many different colours of the pictures when 
compared to the monochrome wordings, can easily explain why the non-linguistic 
element is more likely to be the one that attracts the readers' attention. 
I f the above explanation is acceptable, then it will explain why there is 
only one advertisement in which there are more subjects who find language as more 








element is put in the top middle position of the advertisement. In addition, it takes up 
quite a lot of space in the upper part of the advertisement because the size of the 
,! 
words are relative big (especially when compared to those in the other advertisements). 
I f this is true, it may suggest that where the linguistic element occurs in an 
advertisement may be related to its function of attracting the readers' first attention. 
However, this is the only example among all the others in which language is found to 
be more important than pictures in attracting the readers' attention, therefore the above 
explanation is just a speculated one. Further analysis has to be done with more 
examples of this kind. 
Even though the non-linguistic element is the substance that attracts the 
readers' attention, this does not imply that language is less important than the 
non-linguistic element in an advertisement. The findings here only show that when 
pictures and language are used together in an advertisement, pictures tend to be more 
likely to attract readers' first attention more than language. 
7.3.4. The Relative Importance ofLinguistic element over its different functions in 
Advertisements 
There tends to be different degrees of importance of language in 
relation to its different functions in advertising. 
Firstly, the linguistic element is found not to be the most important 
element that attracts the readers' first attentions to read an advertisement. The 
non-linguistic element seems to be more attention getting at first sight than language. 
Language is gaining in place when it is examined in relation to the 
readers' intentions of buying the products. In most cases, when it is presented with 
pictures, the chi-square test shows a strong dependency relationships between the 
readers' preference of the language usage and their intentions to buy the product. 
When compared with the non-linguistic element, the non-linguistic element tends to be 
a bit stronger over this function because in all cases, a strong dependency relationship 
between the two variables can be found (p<0.000). Nevertheless, this is in no way 
suggests that the preference of linguistic element is not important in relation to the 
131 
readers' intentions to buy the product. This is because when language is presented 
alone, there is a very strong dependency relationships between the like and dislike of 
the language in relation to the perceived buying behaviour ofthe readers, (p<0.000 for 
all texts) 
The effect of language is much stronger when it comes to the function 
of improving the readers' impressions towards the company. For all examples (Ad. 1 
to Ad. 8, Txt. 1 to Txt. 11), the chi-square test shows p<0.000 which indicate a very 
powerful dependency relationship between the favouring of the linguistic element and 
the feeling about the company. Both linguistic and non-linguistic elements are found 
to have very powerful relationships with feeling better about the company after reading 
the advertisements. 
In general, even though the relationship between language and 
maintaining the impression of the company is slightly stronger than the relation with 
reporting having the intention to buy the product, there is no doubt that the favouring 
ofthe linguistic element in the advertisements has strong dependency relationships with 
both the readers' wanting to buy the advertised products after reading the 
advertisement and their impressions about the company. 
One of the interesting findings with reference to these different 
functions oflanguage in advertising is that no matter what kinds of foregrounding have 
been used in the advertisements, language still serves the same functions. Whether the 
technique used is pun，metaphor, alliteration, repetitions and so on, once the readers 
favour the texts, they are likely to report that they may want to buy the product, and 
feel better about the company. What is also interesting is that such functions of 
language apply to all different groups of participants, no matter they are of Form 5 
level, Form 7 level, University level or Post Graduate level; whether the subjects got 
A's, B's, C's, D's, F s or F's in the public examinations. What can be said is that such 
functions oflanguage in advertising are some general issues which apply to all different 




7. 4. The Readers' Attitudes ofEnglish advertisements in Chinese magazines 
The fourth issue that this study has explored is the attitude of the 
subjects towards the use of English advertisements in Chinese magazines. English 
advertisements in Chinese magazines may be regarded as a kind of code switching^ 
because the code for Chinese magazines is presumably Chinese, and in between this 
code, there is a switch to another (English, as found in the text of the English 
advertisements). The matter of code switching has been studied by Gal (1979，1985), 
Gumperz (1977a) and many other linguists. Their focus is on the pattern and the 
constraints on code switching at a superficial level. What is examined in this study is 
the readers' preference of code switching. Since this issue is found to be related to 
whether the female subjects had ever studied abroad, and also their educational levels, 
they will be discussed in greater detail in a later section. (7.5.6.) 
7.5.0. Relationships of Social Background Factors to the Interpretations of 
Advertisements, the Preference of Techniques of Foregrounding and the Attitudes 
Towards English advertisements in Chinese Magazines. 
Five different social background factors will be discussed: gender 
(7.5.1.), the linguistic proficiency of the subjects (7.5.2.), the different educational 
levels of the subjects (7.5.3.), exposure to English (7.5.4.) and finally the experience of 
studying abroad (7.5.5.). 
7.5.1. Gender in relation to : 
A summary of the relations of gender with the understanding of the 
advertisements, the preference of the techniques of foregrounding used, the functions 
of language in advertising, and finally the readers' attitudes towards code switching of 
advertisements in Chinese magazines is presented in the following table (Table 7.3) 
9 Code switching is to be distinguished from code mixing. In a society like Hong Kong 
(the colony ofBritain) because ofhistorical and economical reasons, English is so popular that 
code mixing is extremely common. Code mixing is the inclusion of some English terms in the 




Understanding of Preference of Functions of Attitudes towards English 
the Advertisements Different Techniques Language advertisements in Chinese 
ofForegrounding magazines 
Gender --- --- -— Interaction with Educational 
Levels of the subjects 
Interaction with the subjects' 
experience of studying 
abroad 
Table 7.3. Summary of tlie relations between gender and the appreciation of advertisements. 
7.5.1.1 Interpretations of Advertisements 
There is no dependency relationship found between gender difference 
and the readers' understanding of the key words / phrases in the advertisements. 
7.5.1.2 The Preference ofTechniques ofForegrounding 
No significant relationship has been found between the male and female 
subjects in terms of their like and dislike of the different techniques of foregrounding 
used in the advertisements. 
7.5.1.3. Attitudes Towards Including English advertisements in Chinese Magazines. 
Gender is found to be related to the readers' attitudes towards having 
English advertisements in Chinese magazines, but only when it is interacting with other 
factors like the educational levels of the subjects and the experience of studying 
abroad. Therefore, these areas will be discussed later in another section (7.5.6.). 
7.5.2. The different Linguistic Proficiency Levels of the Readers in relation to : 
A summary of the relations of the linguistic proficiency levels of the 
subjects with the reading of advertisements and other related issues is presented in the 
following table (Table 7.4.) 
i 
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Understanding of Preference of the Techniques Functions of Attitudes towards 
Advertisements ofForegrounding Language English 
advertisements in 
Chinese magazines 
Linguistic East (Ad. 1) Repetition & Contrastive — — 
Proficiency West (Ad. 1) Concepts (Txt. 5) 
In Time (Ad. 2) Repetition & Lexical Creation 
Ocean (Ad. 7) (Txt. 6) 
Repetition (Txt. 8) 
|Repetition & Pun (txt. 10) 
Table 7.4. Summary of the relations between linguistics proficiency and the appreciation of 
advertisements. 
7.5.2.1. Interpretations of the Advertisements. 
The linguistic competence of a reader is one of the factors that is found 
to be related to his or her interpretation of advertisements. The linguistic competence 
that is referred to in this study is measured by looking at the subjects' examination 
results on English (English Usage) in two public examinations (HKCEE and HKAL). 
In this study, it is found that for four words / phrases out of ten, the linguistic 
competence (based on the HKCEE) of the subjects is likely to be related to whether 
the subjects could get the obvious and unobvious meanings of the words / phrases 
tested. The four words / phrases are "East", "West", "Ocean" and "In Time" (see Table 
6.3a. to 3.d.). What is found is that more proficient subjects are always more able to 
report both obvious and unobvious meanings of the four words / phrases (at least 72% 
for all cases) than less proficient subjects. In other words, the majority of those 
subjects who are less proficient report only the obvious meanings. 
With these findings, there are a number of questions to be tackled. Firstly, why 
is there a relationship between the linguistic proficiency of the subjects and their 
interpretations of the words / phrases which can only be found in four out of ten? 
What happens to the rest has to be explained. One may understand the relationship 
better by looking at these four examples first. The second question will be what is the 
reason why the linguistic competence of the subjects is related to their likelihood to 
report the obvious and unobvious meanings of the words / phrases? Thirdly, why can 






such a relationship only be found in the English proficiency measured based on the 
HKCEE examination but not on the HKAL examination? 
In this study, the relationship between the English proficiency of the 
subjects and their interpretations of the words / phrases in the advertisements can only 
be found with four words out of ten. The four words/ phrases are "East", "West", 
"Ocean" and "In Time". The first three are relatively easy as shown in Table 7.1a. 
They rank from 2 to 4 respectively. The findings suggest that a difference in the 
linguistic proficiency levels (High, Moderate and Low) is likely to make a difference in 
the understanding of the advertisements for relatively easy words / phrases (where at 
least 60% of the total population of subjects reported both the obvious and unobvious 
meanings). "Ocean" is also a relatively easy word, for which all the subjects with high 
proficiency (an A grade in HKCEE) can give both the obvious and the unobvious 
meanings. Such a relationship is absent in "Language", which is the easiest among the 
ten. This can be explained by saying that this word is so easy that subjects with 
different linguistic proficiency may have arrived at both meanings. These findings once 
again suggest that there are certain levels of difficulties of words that various groups of 
people can understand. Once we go beyond that level, a difference in linguistic 
proficiency for non-native users is unlikely to lead to any difference in the 
understanding of the advertisements. 
The phrase "In Time" which is ranked as quite difficult in Table 7.1a，is 
one of those phrases in which fewer than half of the sample population respond，but 
still a dependency relationship can be found between the linguistic proficiency of the 
subjects and their understanding of the phrase. For this phrase, only subjects who have 
high proficiency (getting A's and B's in the HKCEE examination) tend to report both 
obvious and unobvious meanings of the phrase. Comparatively speaking, fewer 
subjects with moderate and low proficiency reported both the obvious and unobvious 
meanings. This difficult phrase suggests that only subjects with really high proficiency 
can get the obvious meaning which leads to the unobvious meanings. For the rest of 





suggested is that when the word / phrases become too difficult (those where fewer 
than half of the subjects can report both the obvious and unobvious meanings), a 
difference in the linguistic proficiency levels of the subjects is unlikely to make any 
difference in the subjects' interpretations of the advertisements. However, at this 
present stage with the findings collected in this study, it is quite difficult to give an 
objective cut offline for the levels of the difficulties of words / phrases. What we can 
be sure of in this study is that there is a tendency for the various levels of linguistic 
proficiency of the subjects to be related to the subjects' interpretations of the 
advertisements up to a certain level oflinguistic difficulty for the word / phrase. 
To deal with the second question, one has to look at the ways of 
arriving at the obvious and unobvious meanings. For the obvious meaning, 
understanding is based on the linguistic competence of the readers. The reason is that 
in order to get the obvious meanings of some of the words, the only thing that the 
readers need to do is to read the phrase and report what they believe the meaning is. 
Here, just the surface meaning will do, it may not meet the context. In other words, 
the linguistic competence of the subjects and their interpretations of the advertisements 
are related because linguistic knowledge is the "basic knowledge" that is required for 
any communication involving language. (Ervin-Tripp and Mitchell-Kernan, 1977). For 
the unobvious meanings, in the examples that are used in the questionnaire (where the 
technique of pun and metaphor have been used), in most cases, the readers need to 
infer from their cultural knowledge. For instance, for the pun on the word "Ocean" in 
Ad. 7，the literal meaning can be obtained if one has the adequate linguistic knowledge 
of "Ocean" which means the sea. For the intended meaning (unobvious meaning) 
which refers to the Ocean Terminal, certain cultural knowledge which is quite specific 
and culture bound (that is, knowing that there is a shopping mall in Hong Kong known 
as Ocean Terminal) is required (although with the help of the logo which is part ofthe 
non-linguistic substance, the intended meaning may also be arrived at). 
In fact, for the interpretation of advertisements, there is some kind of 
culture-free knowledge that the readers need to have. For instance, the interpretation 
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ofthe word "language" in "A language of your own" (Ad. 2) as style, one has to have 
the knowledge that the word "language" has to be interpreted in association with the 
fashion context because the non-linguistic or linguistic cues provide information about 
such context. These kinds of knowledge one called culture-free knowledge because it 
is assumed that such knowledge applies to a number of different cultures. The 
interpretation of the word "Language" is unlike the word "Ocean" in Ad. 7, which 
requires culture-bound knowledge (about Hong Kong) in order to arrive at the 
intended meaning, since it may not be the case that there is another shopping mall in 
another society that is also called by the same name Ocean Terminal. This kind of 
specific cultural knowledge is required especially when it comes to the interpretations 
ofadvertisements that involve specific brand names. 
The findings on the relationship between linguistic proficiency and the 
interpretation of the words / phrases seem to suggest that those subjects who have 
lower proficiency are also subjects who have relatively less relevant cultural knowledge 
because this is the group that is more likely to report only the obvious meanings. 
However, unless one accepts the idea that low linguistic proficiency equals little 
cultural knowledge, this will not be a very good explanation because looking only at 
the linguistic proficiency of the subjects, it is very difficult to identify the difference in 
the cultural knowledge of the subjects. 
Perhaps, there may be a better explanation for the findings. It may be 
possible that the linguistic knowledge is also playing certain role in the arriving at the 
intended meanings, and that lack of linguistic proficiency may hinder the readers' 
applications of their cultural knowledge because the linguistic knowledge is likely to 
assist the readers in arriving at the cultural knowledge. The findings of the three 
phrases of metaphors in which prepositions have been used (see 7.1.) suggest that if 
one is not able to arrive at the obvious meanings successfully, it is less likely that one 
will get the unobvious meanings. The reason is that obvious meanings have the 
function of triggering the unobvious meanings. In other words, readers with higher 
English linguistic proficiency are more likely to have arrived at the obvious meanings 
138 
• i 
(which is based on how well the readers know the language); and the obvious 
meanings will trigger the unobvious meanings, this time with the help of relevant 
cultural knowledge (cultural free and cultural bound knowledge). Subjects with lower 
English proficiency are less likely to arrive at the unobvious meanings because they are 
less likely to get the obvious meanings which is the key to trigger the unobvious 
meanings. Thus, they cannot use their relevant cultural knowledge in interpreting the 
words / phrases. 
Linguistic knowledge is part of the shared common knowledge that the 
copywriters will assume the readers to have. Since it is shown that readers may 
possess different levels oflinguistic knowledge, the copywriters have to be very careful 
to take into consideration how much shared common knowledge the readers will likely 
have, otherwise, the communication between the copywriters (P1) and the readers (P3) 
will unlikely be a successful one. In other words, this social difference in the P3 is 
likely to determine what kind of code should be used in order to fulfil the various 
functions of an advertisement. 
I f one accepts the above explanation, then the question of why looking 
at the HKAL examination results is not able to predict the performance over the 
arriving at the obvious and unobvious meanings can be answered. The HKAL 
examination is at a higher level than the HKCEE. HKCEE is for the Form 5 students 
whereas the HKAL examination is designed for the Form 7 level. Since HKAL is an 
examination for more advanced learners, it is assumed that the English proficiency of 
those who have attended the HKAL is higher than those attending the HKCEE. Those 
subjects who have reached the Form 7 level, comparatively speaking, have higher 
proficiency levels than those subjects who have only reached Form 5 level. According 
to the explanation given in the previous paragraph, if Form 7 is the cut off line where 
the subjects' linguistic proficiency is adequate for them to report the obvious and 
unobvious meanings, which in turn helps them use their cultural knowledge (which 
cannot be determined only be looking at the linguistic proficiency of the subjects) to 
arrive at the unobvious meanings, then it is not surprising that no significant 
139 
•i 
relationship can be found between the HKAL English results and the subjects' 
interpretations of those words / phrases which are relatively easy. For those words / 
phrases which are relatively difficult, even those L2 learners who may have reached 
Form 7 level or above, may still not be advanced enough. Therefore, no significant 
relationship can be found based on the HKAL English examination results. 
7.5.2.2. The Preference ofTechniques ofForegrounding 
The English proficiency of the subjects is again found to be related to 
the subjects' preference for some techniques of foregrounding used in the 
advertisements. In fact, the preference of language usage by different groups of 
people has already been studied by some linguists. Terestyeni, T. (1995) is one of 
them. He suggests that the Hungarian preference of different types of greetings are 
related to their difference in social background (the different styles of knowledge that 
the Hungarians hold). This particular study done by the researcher has a similar 
finding but on a slightly different aspect. The preference of the subjects that is looked 
at in this study are some techniques of foregrounding used in advertisements but not 
greeting styles. The techniques used in the advertisements in this study can be divided 
into two main groups : those with repetitions and those without. It is found that 
subjects with different proficiency levels may have different preference for the 
advertisements which have used the technique of repetition. Generally speaking, more 
subjects with higher English proficiency levels^^ will favour those advertisements using 
the repetition technique (see 6.2.3.) This is true for four advertisements out of six. 
These four texts are Txt. 5 (Repetition + Contrastive Ideas), Txt. 6 (Repetition + 
Lexical Creation), Txt. 8 (Repetition) and Txt. 10 (Repetition + Pun). The two texts 
where repetition is used but no significant relationship could be found are Txt. 1 
(Repetition + Alliteration) and Txt. 3 (Repetition + Parallelism). Looking at the 
10 There is no definite definition of "high" and "low" proficiency levels. The study shows 
that the cut off line may differ in some cases. Usually, those subjects who have scored A's and 
B's will be regarded as high proficiency, but occasional, it may be those who are above 
average. 
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differences between these two phrases and the other four, it is found that alliteration 
and parallelism are already repetitions of some kinds, the former one is repetition with 
the sound and the latter one is with the syntactic structure. What can be said about 
this finding is that subjects with higher English proficiency levels tend to favour those 
texts which use the technique of repetition, but not when such technique is overused as 
in the case of Txt. 1 and Txt. 3. 
I f linguistic competence is found to be related to the preference of 
certain techniques of foregrounding, then it also suggests that linguistic competence 
may be an obstacle to the subjects' appreciation of the advertisements. This will also 
answer the question why no significant relationship can be found between the subjects 
HKAL examination English results and their preference of the techniques of repetition 
used in the advertisements. The reason is that for people who have obtained Form 7 
level may already have the necessary and sufficient knowledge to appreciate the 
techniques. Thus, for these people, linguistic competence is no longer a hindrance to 
the appreciation of advertisements, and there is less likelihood that there will be a 
difference in the preference of techniques by the readers. 
The reasons why readers with higher English proficiency levels prefer 
the technique of repetition but not others cannot be explained with relevant support for 
the time being. The researcher cannot find any concrete reason for such a preference. 
One suspected explanation is that many successful second language learners have been 
exposed to the technique of repetition while learning a second language. Repetition is a 
kind of strategy that perhaps high English proficiency learners may have successfully 
used while learning a language. Such familiarity may drive the readers to prefer the 
technique when it is used in English advertisements. In fact, repetition is found to be a 
very good strategy for language learning，especially for oral practice and grammar 
drills (Rivers, 1981; Green and Oxford, 1995). However, this is only a suspected 




7. 5.2.3. Attitudes towards English advertisements in Chinese magazines 
No significant relationship has been found between the different 
linguistic proficiency levels of the subjects and their attitudes on this issue. Whether a 
subject is of high proficiency or low proficiency, there is no significant difference in 
their attitudes towards code switching in Chinese magazines. 
7.5.3. The different Educational Levels of the Readers in relation to : 
A summary of the relations of the educational levels of the subjects with 
the appreciation of the advertisements is presented in the following table (Table 7.5.) 
Understanding of Preference of the Techniques of Functions of Attitudes towards 




Educational East (Ad. 1) Repetition & Alliteration (Txt. 1) --- Interaction with 
Levels West (Ad. 1) Repetition & Parallelism (Txt. 3) gender 
Language (Ad. 3) Repetition & Contrastive 
Ocean (Ad. 7) Concepts (Txt. 5) 
Repetition & Lexical Creation 
(Txt. 6) 
Repetition (Txt. 8) 
|Repetition & Pun (txt. 10) 
Table 7.5. Summary of the relations between educational levels and the appreciation of 
advertisements. 
7.5.3.1. Interpretations of Advertisements. 
The educational levels of the subjects are found to be related to the 
interpretations of some words / phrases in the advertisements. A difference in the 
educational levels of the subjects may also be interpreted as a difference in the subjects' 
social status. To a certain extent, subjects with different educational levels are likely to 
play different roles in the society which may result in a difference in the social status. 
It is assumed that people of different social status may have at least slightly different 
cultural knowledge because these people may have different life styles. A difference 









it may be the case that these two factors differ because in some cases, one may be well 
educated but one's L2 linguistic proficiency may not be high. Generally speaking, 
however, the higher the educational level, the higher the level of English linguistic 
competence". Therefore, the general assumption is that subjects with different 
educational levels are likely to demonstrate different linguistic competence and 
different cultural knowledge, and both types of knowledge make up the shared 
common knowledge necessary for communication. 
When considering to what extent the social status of the subjects is 
likely to be related to their interpretations of the advertisements, it is found that a 
difference in the educational levels of the subjects is only related to the interpretations 
of four words / phrases out of ten. The four words are "Language", "East", "West" 
and "Ocean" (see Table 6.2a. to 2c.). There are always fewer subjects from the lower 
educational level who reported both the literal and intended meanings / entailments of 
the four words when compared to subjects with higher educational levels. These four 
words are the easiest out of the ten. (see Table 7.1). Similar to the discussions in 
relation to the linguistic proficiency of the subjects and their understanding of the 
advertisements, when the words / phrases become too difficult (where only slightly 
more than half of the subjects reported both the literal and intended meanings / 
entailments), a difference in the educational levels (who also vary in linguistic 
competence and also cultural knowledge) of L2 subjects is not going to make any 
difference in the subjects' interpretations of the advertisements. However, at this 
present stage with the findings collected in this study, it is quite difficult to give an 
objective cut offline for the levels of the difficulties of the words / phrases. What we 
can be sure of in this study is that the educational levels of the subjects are likely to be 
related to the subjects' interpretations of the advertisements up to a certain level 
depending on the linguistic difficulty of the words / phrases. 
" This is especially true among older people, if one wants to continue one's studies in the 
tertiary education, one needs to have high to moderate proficiency of English. 
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7.5.3.2. Preference ofTechniques ofForegrounding 
I f one accepts that different educational levels of the subjects may 
reflect different social status of the subjects, then it follows that the subjects' 
preference of the techniques of foregrounding may be related to the difference in the 
subjects' educational levels. Many studies have pointed out that people from different 
social backgrounds may have different patterns in their language usage, in terms of 
phonology (Fasold, 1990), syntax and even lexical items (Saville-Troike, 1982). 
Taking Saville-Troike's example of the use of different terms of colouring in 
advertisements which aim at different social groups, it is found that for lower income 
target customers, the colour terms will be some basic colour sets (such as blue, red, 
green and yellow); for higher income target customers, the advertisements may use 
more varieties [such as rust, russet，camel, plum ... wine (Saville-Troike, 1982:88)]. 
Therefore the difference in language usage for people from different social status has 
long been established. What this study has found out is that more subjects with higher 
educational level would like advertisements which have used the technique of 
repetition. For all the texts that have used the technique of repetition (whether it is 
used alone or combined with other techniques), there are always more subjects of 
higher educational levels (University and above) who favour such texts than subjects 
with lower educational levels (Pre-university). However, it will be quite difficult (at 
this present stage) to explain why it is the technique of repetition, but not others, that 
those readers with higher educational level will like. Further research is necessary on 
this particular aspect. 
7.5.3.3. Attitudes towards English advertisements in Chinese magazines 
A difference in the educational levels of the subjects is found to be 
related to the readers' attitudes towards having English advertisements in Chinese 
magazines only if the readers are females. Since there is an interaction of two social 
factors, the discussion will be postponed to a later part of this chapter (7.5.6.2.). 
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7.5.4.0. Different Amount ofExposure to English 
In the last chapter, it was mentioned that exposure to English can take 
different forms. The two main types of exposure that are studied here are the use of 
English in terms of reading by the subjects in their work, and also the previous 
exposure to literature courses. The first kind of exposure is not found to be related to 
any of the aspects that have been discussed so far. One plausible explanation is that 
the type of reading used in the subjects' dailyjobs is very different from the reading of 
advertisements, since they may belong to two different genres. With reference to 
reading (appreciation) of literature, literature is a genre which is comparatively 
speaking closer to that of advertisement reading since both of the belong to the 
category of creative writing. Therefore, exposure to literature courses was found to be 
related to the reading of advertisements in some aspects. The discussion will now turn 
to the exposure of English in terms of the amount of literature courses subjects have 
taken before. A summary of the relation between this factor in relation to the different 
areas of discussion is as follows (Table 7.6.). . 
Understanding of Preference of the Techniques of Functions of Attitudes towards 
the Foregrounding Language English 
Advertisements advertisements in 
Chinese magazines 
Exposure --- Repetition & Parallelism (Txt. 3) --- -~ 
to Repetition (Txt. 8) 
Literature Repetition & Piin (Txt. 10) 
Courses 
Table 7.6. Summary of the relations between the taking of literature courses and the 
appreciation of advertisements. 
7.5.4.1. Interpretations of Advertisements 
There is no significant relationship found between previous exposure to 
literature courses and the interpretations of advertisements. As discussed before, the 
interpretations of advertisements seem to have more to do with the linguistic 
knowledge of the subjects. 
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7.5.4.2. The Preference ofTechniques ofForegrounding 
The focus of literature courses is more on the appreciation of language 
usage than on teaching linguistic knowledge. That is why it is not unexpected to have 
found that the previous experience to literature knowledge is related to the preference 
of the techniques of foregrounding by the subjects. The amount of literature courses 
that a subject has taken before is related to the previous experience of the subject, 
which is going to be part of the shared common knowledge that is necessary for 
communication. It is hypothesised that the previous taking of literature courses is 
likely to provide the subjects with the necessary knowledge to appreciate the 
techniques used in the advertisements because such techniques have been quite 
common in the field of literature. In literature, such techniques are presented in such a 
way that the readers will be aware of them at a higher level, maybe even at a conscious 
level. This is similar to the case of advertising, where such techniques are brought to 
the readers in such a way that is very likely that the readers will take note of them. 
What is found in this study is that there are always more subjects who have taken three 
or more literature courses who favour the advertisements using the technique of 
repetition, as compared to subjects who have taken less than three courses (see Table 
6.7a to 7b). This indicates that previous knowledge of literature is likely to be related 
to the subjects' appreciation of the technique of repetition. The reason is that taking 
courses in literature is a kind of training which may help the subjects to appreciate 
different styles of writing. The most important similarity between reading literature 
and reading advertisements is that in both cases, the techniques of foregrounding are 
presented in such a way that readers are likely to aware of their presence. Because of 
this similarity, the knowledge that one learns from one genre (literature) may possibly 
be applied to the other (advertisements). This explains why there may be a relationship 
between the previous experience of taking literature courses and the preference of 
techniques of foregrounding in advertisements. 
Among the six texts that use repetition, dependency relationships 
between the two variables can be found in 3 out of 6 texts : Txt. 3 (Repetition + 
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Parallelism), Txt. 8 (Repetition) and Txt. 10 (Repetition + Pun). For the other three 
texts where no significant relationship can be found between previous exposure to 
Uterature knowledge and the preference of the technique, we can posit the following 
explanation. The technique of lexical creation (Txt. 6) is a technique which can be 
noticed easily, it may not require the subjects to be trained in such a technique before 
one can recognise that a certain word is a created one. With the help of repetition, 
once again, such a "deviation" becomes much more outstanding. Perhaps, for 
techniques which are so outstanding, it is not necessary to be taught to appreciate 
them. On the contrary, it is likely that literature courses may have trained the readers 
to appreciate some more subtle language usage. This also explains why when 
repetition is used together with alliteration (two obvious forms of repetition), a 
variation in the exposure to literature courses does not make any difference in the 
preference of this text (see also 7.2.). 
7.5.4.3. Attitudes towards English advertisements in Chinese magazines 
The previous exposure to literature courses of the subjects is not found 
to be related to a difference in their attitudes of favouring or not favouring code 
switching in the genres of magazines (Chinese). 
7.5.5. The Experience of Studying Abroad 
This factor is looked at because it is related to a difference in exposure 
to different cultures, and the notion of culture has all along been a very important 
substance in the ethnography of communication. Table 7.7. below summarizes its 
relation to the different areas of discussion. 
Understanding of Preference of the Functions of Attitudes towards 
the Advertisements Techniques of Language English advertisements 
Foregrounding in Chinese magazines 
Studying --- --- --- Interaction with gender 
Abroad 
Table 7.7. Summary of the relations between the experience of studying abroad and the 
appreciation of advertisements. 
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The factor of studying abroad is found to be related to the readers' attitudes towards 
English advertisements in Chinese magazines only when it interacts with the gender 
factor. Therefore this will be discussed in the following section (7.5.6.). Whether 
readers have studied abroad does not make any difference in their understanding ofthe 
advertisements, in their preference for different techniques of foregrounding, or in the 
functions oflanguage in advertising. 
7.5.6. Interrelations of Social Factors 
In some cases, the interactions of two (or more) social factors may be 
found to be related to some of the areas that have been discussed. One of these 
interactions is between gender difference of the subjects and their experience of 
studying abroad. The other interaction is between gender and the educational levels of 
the readers. In the following sections, the factors of the experience of studying abroad 
and the educational factor will be discussed first in relation to the readers' difference in 
attitudes towards the issue of preference for English advertisements in Chinese 
magazines. The gender factor will be discussed in relation to these two factors later 
(7.5.6.3.). 
7.5.6.1. Gender and Studying Abroad in relation to : 
7.5.6.1.1. Readers' Attitudes towards English advertisements in Chinese magazines 
It is found that the majority (78%) of female subjects who have not 
studied abroad will not favour having English advertisements in Chinese magazines; 
however, the majority of female subjects (54%) who have had studied abroad will 
favour this issue. No significant relationship can be found for the male subjects on this 
issue. In order to explain this finding, it is necessary to find out why the experience of 
studying abroad is having such a great impact on the females subjects but not on the 
male subjects. Before exploring this relationship, it is important to see what is the 
difference between having the experience of studying abroad and the absence of such 
experience. 
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It is assumed that subjects who have studied abroad have had exposure 
to a different culture which people who have not studied abroad may not have. To a 
certain extent, subjects who have studied abroad may have a slightly different cultural 
background (which depends on the time they have spent studying abroad and whether 
they are open to another culture and accept it or not). There are always more 
subjects who have studied abroad who favour having English advertisements in 
Chinese magazines as compared to those who have never studied abroad. This implies 
that people with differences in cultural backgrounds are likely to end up with a 
difference in the attitude towards the switching of code. The reason that a difference 
in cultural background may result in a difference in the attitude towards English 
advertisements in Chinese magazines can be explained if one looks at the countries 
where the subjects went to study. Nearly all of the countries are English speaking 
countries. In these places, using English may have become part of the life of the 
subjects (going to school and even in their daily lives), as is Chinese in Hong Kong for 
most local people'^ As a result, these subjects may find that English advertisements in 
Chinese magazines is simply a shifting between two codes that they have used so 
frequently, so they are less likely to find such phenomenon unfavourable. 
There is another factor (the educational levels of the readers) that is 
found to be related to the readers' attitudes on this issue. The following section will be 
a discussion on this relationship. (A discussion on how these two factors interact with 
gender will follow immediately.) 
7.5.6.2. Readers' Attitudes towards English advertisements in Chinese magazines 
Gender is also found to be related to the attitudes of the subjects 
towards code switching (for advertisements) in Chinese magazines in another way. 
This time, gender is interacting with the different educational levels of the subjects. It 
is found that the majority of the female subjects (89%) who have reached only Form 5 
12 In Hong Kong, even though English may be important in education and the careers, it 
is seldom used in domains other than these two areas. It is rarely if even used in private 
domains. 
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level, will not favour having Engli3h advertisements in Chinese magazines. Whereas, 
if the female subjects have Form 7 level or above, 36% of them (as compared to 11% 
of those having Form 5 level) have positive views about this issue. Such a relationship 
is not found for the male subjects (see Table 6.18c to 18d). 
As mentioned in 7.5.3.1., a difference in the educational levels of the 
subjects is considered as a difference in cultural knowledge and also linguistic 
proficiency. It may be the case that since subjects with higher educational levels 
(especially those of Form 7 and above) are acquainted with the necessary linguistic 
knowledge and cultural knowledge, they will find English advertisements in Chinese 
magazines more favourable because they belong to the group that is more likely to 
understand the advertisements. For subjects with Form 5 level, it may be possible that 
they find the advertisements difficult to understand (because of lower linguistic 
proficiency and the ability to activate relevant cultural knowledge), so they do not 
want such advertisements to be present in Chinese written media. 
7.5.6.3. The interaction of gender with the experience of studying abroad and with the 
educational levels of the subjects. 
The experience of studying abroad has a very strong impact on female 
subjects who are believed to be different from the male subjects in a number of ways in 
terms of language related issues. The educational levels of the subjects in relation to 
the favouring of code switching is found only in female readers. These two 
phenomena tend to suggest that males and females differ in terms of this language 
issue. In this section, gender differences in terms oflanguage usage will be discussed. 
This issue of gender difference in language usage has been explored by 
many linguists. Milroy, L. (1987) has found that males and females have different 
linguistic pattern for the diphthong /ai/ and the consonant /h/. Saville-Troike, quoting 
others' works (Labov, 1966; Tmdgill, 1975; Smith, 1979), reports the difference in 
males and females in terms of many areas in language usage. Edelsky (1977) has 
pointed out that adults, and even elder children can distinguish those utterances which 
are likely to be spoken by males or females. This suggests that stereotyping is found in 
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language usage and this is recognised by nearly all of the people in the society. In 
addition, he suggests that females are sensitive to sex linkage of different forms of 
language usage. All these examples show that males and females differ in language 
usage, and to a certain extent, they are aware of that. Since it is generally agreed that 
males and females do perform differently, then it may not be unexpected to find that 
males and females may show different attitudes towards language issues like code 
switching. 
Such a difference between males and females can be found in other 
occasions. In the local society, it is found that females do perform better on language 
and arts subjects in public examinations like the HKCEE and HKAL examination, 
^"orestier, 1995). These findings support the idea that males and females do have 
differences in language usage and even in linguistic competence. Turning to areas 
other than the academic field, in many local firms, the post of public relations is quite 
often held by a female (if one pays attention to the news on t.v. and newspaper, 
whenever a company or various departments of the government has to clarify or make 
announcements, it is very likely that the person in charge is a female). The reason may 
be women are more capable of using language "skilfully" in an indirect way and are 
less blunt. This may be explained by adopting Poynton's comment (1989)，saying that 
women are able to "smooth over difficult social situations [through language]; and men 
find this more difficult". (Poynton, 1989:67) These are in fact signs of females, 
sensitivity towards language usage. Their sensitivity towards language enables them to 
use language more "skilfully", in academic fields, in their works (such as mediating 
disputes), and perhaps in many other situations. 
With these general ideas about the difference in linguistic behaviour of 
the males and the females, we can then move on to the reasons why female subjects 
who have studied abroad are more prone to accept English advertisements in Chinese 
magazines. I f one follows the argument that males are less sensitive to various 
language usage in general, this may explain why no significant relationship can be 




advertisements in Chinese magazines. The reason is that if the male subjects are not 
very sensitive to language usage, whether they have ever studied abroad or not is not 
likely to make any difference in their attitudes over such issue. It may even be the case 
that the male subjects may not be consciously aware of a change in the code (from 
Chinese to English and from English back to Chinese), or such changes may not be 
important to them at all when reading the Chinese magazines. For female readers who 
are believed to be more sensitive to different forms of language usage, then studying 
abroad, which implies an exposure to another culture, may be a relevant factor that is 
related to their open attitudes to the second culture, which also includes the second 
language. This explains why female readers show a more open attitude to the inclusion 
ofEnglish advertisements in Chinese magazines. 
A similar explanation can be given to the case when more educated 
females are more likely to favour English advertisements in Chinese magazines, but 
such a phenomenon is not found in the male readers. I f females tend to be more 
sensitive to language issues, it is possible that because of their sensitivity, they may be 
concerned that the presence of such advertisements is a reminder of their linguistic 
competence and also cultural knowledge. I f it is a reminder of their high linguistic 
competence and their cultural knowledge (as will be the case for readers with higher 
education), it is very likely that they may find such a reminder favourable. On the other 
hand, ifthey have a lower competence, they may find such a reminder unfavourable. 
Another reason may be something related to the social status of the 
different groups of readers in the society. For non-native speakers in Hong Kong, 
knowing English has always been a sign of high social status (see Chapter 3，3.3.) 
because having knowledge of English implies that a person is well educated. 
Therefore, the favouring of English advertisements (especially among Chinese ones) 
may be a sign to show that these subjects consider themselves elite, with a sense of 
superiority. This may have something to do with the social status of females in the 
local society. Holmes (1995) has suggested that when females are compared to the 
males in terms of language usage, females generally play a subordinate role (for 
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instance, males always dominate in public speaking). Because of the females' 
sensitivity to language, they may then aware that favouring English will be a very good 
way ofreflecting their own social status (which has been relatively low in the society). 
In general, the conclusion that can be drawn from this discussion is that 
since females are more sensitive to language issues than males, this research has found 
that female subjects who are educated, in order to indicate their difference in status 
from the others, are more likely to report favouring English advertisements in Chinese 
magazines. It is also because of this sensitivity that once the female subjects have had 
exposure to a different culture, they are more open to the issue of accepting English 
advertisements in Chinese magazines. 
7.6. Interactions of the Different Components in the Communicative Event of 
Advertising 
After the above discussion of how the changes in the readers (P3) are 
likely to lead to a difference in the interpretations of the advertisements and in the 
preference for the different techniques of foregrounding used in the advertisements, we 
can move on to the discussion of the interpretations of the interactions in the 
communicative event of advertising. 
The differences in participants are found to be related to the 
interpretations of advertisements and also to the preference of certain types of 
language usage. In some cases, the difference even relates to the functions oflanguage 
in advertising. All of these are parts of the communicative event known as advertising. 
The different linguistic proficiency levels and the educational levels of readers may be 
related to the interpretations of advertisements. Such differences are also found to be 
related to whether the readers will favour the advertisements or not. Applying these 
findings in this study to Saville-Troike's model of the interactions of the different 
components in a communicative event，one may come up with the following summary. 
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The Communicative Event of Advertising 
Genre : Advertising 
Topic : Varies accordingly for different advertisements 
Setting : Chinese magazines (those which are for leisure reading) 
Participants: 
P1 : The Client of the advertising agency 
P2 : The Copywriters who write the advertisement 
P3 : The Readers (all of them are non-native speakers ofEnglish living in Hong 
Kong, working adults between the ages of 24 to 40). 
-Whether P3 is a male or a female does not make any difference in his or her 
understanding of the advertisements. What is important is his or her educational level. 
I fP3 has high educational level, it is likely that this participant is able to interpret the 
advertisement and report both the obvious and unobvious meanings of some key words 
/ phrases in the advertisements if they are not too difficult (Fig. 7.1.). This is found in 
four examples out of ten. Moreover, this participant is likely to prefer those 
advertisements which have used the technique of repetition. This applies to all of the 
texts (altogether 6) that were studied (Fig. 7.2.) It is found that if P3 favours an 
advertisement because of its language usage, it is likely that P3 will have intention to 
buy the advertised product and feel better about the company after reading the 
advertisement (Fig. 7.3). This case shows the interactions ofP3 and code and also the 
norms of interpretations. 
- I f P3 has high linguistic proficiency, it is likely that this participant is able to 
interpret the advertisement and report both the obvious and unobvious meanings of 
some key words / phrases in the advertisements using relatively easy words / phrases. 
This is supported with four examples out of ten (Fig. 7.1.). This participant is also 
more likely to prefer advertisements which use the technique of repetition. I f P3 
favours such advertisement because of the language usage, it is likely that P3 will like 
to buy the advertised product and feel better about the company after reading the 
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advertisement (Fig. 7.2.). This is shown in 4 phrases out of 6. This shows the 
interactions ofP3 and code and also the norms ofinterpretation. 
- I f the P3 has taken more than three literature courses which suggest a certain 
amount of exposure to knowledge about literature, then it is likely that this participant 
will favour those advertisements where the technique of repetition has been used (Fig. 
7.1). The interactions of participants and the norms of interpretation is clearly shown 
in this example. 
- I fP3 is a female, and she has studied abroad, then it is very likely that she will 
find it favourable to have English advertisements in Chinese magazines (Fig. 7.3.). 
This is an example of interactions of participants and the norms of interpretation. 
-Finally, if P3 is a female and she is of higher educational level (Form 7 or 
above), it is very likely that she will find code switching of advertisements in Chinese 
magazines a favourable one (Fig. 7.3.). Again, this is an example of the interaction 
between participants and the norms of interpretation. 
Key : Varies accordingly for different advertisements, but basically attributable to the 
different linguistic usage (techniques of foregrounding). Generally speaking, the key in 
advertisements is usually casual rather than serious. 
Message Form : English (Code, which is in between a Chinese context, a code 
switching situation) 
Written (Channel) 
Act Sequence : Preparing of the advertisement and its publication by P1 and P2. 
Reading of the advertisement by P3 
Feedback from P3 which is optional but highly recommended. 
Rules for Interaction : The reading of an advertisement can be simultaneous (reading 
ofboth linguistic and non-linguistic elements at the same time) or sequential (following 
some kind of order, just like reading a sentence, from the beginning to the end). 
Norms ofinterpretation : How the readers view an advertisement, what they feel about 
the advertisement. Finally, how will the readers interpret the advertisements as having 
different effects on themselves. 
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7.7. Limitations of this study and Difficulties Encountered by the Researcher 
After some discussions of the findings in this study, we can now move 
on to the final portion of the discussions on the study itself, that is, some limitations of 
this research. 
In order to improve in fijture studies, it is necessary to reveal the 
limitations of this study. One of the main problems is related to the length of the 
questionnaire. The questionnaire is 11 pages. It is quite difficult to get subjects who 
are willing to fill in the questionnaire. People find it too long when they look at its 
length. Although what the subjects have to do, in most cases, is to circle their 
answers, most subjects reported that it took them at least half an hour to complete the 
questionnaire. This is too long for a good questionnaire. The ideal time for filling in a 
questionnaire is about 10 to 15 minutes. Because of the length of the questionnaire, 
one cannot rule out the possibility that the subjects will become mechanical when it 
comes towards the end of the questionnaire. The subjects may also find it boring and 
the answers that they give may be affected to a certain extent. 
There are two main areas in the questionnaire where the obtaining of 
answers were unsatisfactory. The first one is the part on the interpretations of the 
words / phrases taken from the advertisements. For some reasons (which are unknown 
to the researcher), quite a number of subjects did not give any answers for theses 
questions, which led to some missing of data. For some cases, in this section, there are 
up to 70 missing data, which is a quarter of the total population (269 subjects). 
Because of this, the findings of the study may be affected to a certain extent. 
Another area is in Section III of the questionnaire where the subjects 
are asked to write down their examination results for the HKCEE and the HKAL 
examinations. These subjects may have found it offensive and so the data collection on 
this part is not very satisfactory. Some subjects were unwilling to fill in their 
examinations results; this is particularly true for the HKAL examination. To a certain 
extent, this may have affected the analysis of the data. Perhaps, if more people are 
willing to reveal their HKAL examination results, the researcher may have more 
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interesting findings when examining this factor in relation to others. In the future, if 
such information is needed, perhaps, the subjects should be given some choices (list the 
grades and ask the subjects to circle the appropriate one), which is hoped will make 
them feel more comfortable. In addition, the researcher should have included the 
Higher Level Examination in addition to the HKAL. The Higher Level Examination is 
taken by Form 6 students from Chinese secondary schools. It may be the case that 
some subjects might have taken the Higher Level examination but not HKAL 
examination, so they did not put in their examination results because the questionnaire 
only specified HKAL. 
The instrument that was used in this study was a questionnaire. I f some 
kinds of interviews could also have been done, the researcher might have had stronger 
j support for some of the explanations of the findings (e.g. the reasons for the preference 
j 
i of the technique of repetition, how people arrived at the understanding of the 
j 
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I advertisements, etc.). The researcher did provide a reply slip at the end of the 
questionnaire asking whether the subjects would be interested in attending a follow up 
interview, however, the response was not satisfactory. Fewer than 10 subjects out of 
269 were willing to take part in such interviews. In the future, the researcher has to 
find some other means to invite the subjects for interviews because valuable 
information can be obtained from such interviews. Perhaps, paying the subjects for 
interviews may be an incentive, although this is restrictive for student researchers. 
Turning away from the limitations with reference to the questionnaire, 
one additional limitation is associated with the subjects. There were only 100 male 
subjects but there were 169 female subjects. The balance is not an ideal one especially 
when gender is one of the social factors that the researcher wants to examine in this 
study. One of the reason for the imbalance is that the researcher has comparatively 
speaking less personal contact with male subjects than female subjects. This may be a 
sign ofthe social interaction between males and females. Young adults in Hong Kong, 
generally speaking, tend to interact more with people from the same sex. Secondly, 
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the male subjects tend to be less patient, once they see the questionnaire (because ofits 
length), they say that it is too long and refuse to fill it in. 
Some additional findings in this study may become more significant (in 
some cases) if there are more male subjects. The ideal will be to have the same 
number of male and female subjects. In other words, the distributions of subjects may 
have to be controlled in a better way in future research. This can be solved by going to 
the offices of different companies (provided that one has contact with these 
companies) where it is more likely to find male working adults. In that case, perhaps 
the researcher can end up with more male subjects. Another way to handle this is to 
go to some restaurants in the central business districts at lunch time, when there will be 
more potentially available male subjects. While they are having their lunch, perhaps 




8. 1. Summary and Conclusion 
The notion that any changes in any of the components that make up a 
communicative event are likely to affect the interpretations of the communicative event 
is once again supported in this study. What has been examined is that when different 
readers (P3) read the same advertisement, their understanding will vary according to 
the difficulties ofthe words / phrases in the advertisements, their linguistic proficiency 
(in this case, English) and also their educational levels. 
The understanding of advertisements is part of the communication that 
takes place in advertising. The success of this communication depends on the shared 
common knowledge that both the copywriters and the readers have. That includes 
linguistic knowledge，universal cultural knowledge and occasionally specific cultural 
knowledge. 
It is found in this study that different P3 may favour or dislike the same 
advertisement (in terms of language usage in the form of different techniques of 
foregrounding used). What is interesting is that this preference for the techniques is 
not random but follows patterns. The preference or non-preference of the technique of 
repetition tells us something about P3, most probably, whether they are educated, their 
linguistic proficiency, and somehow, their previous exposure to knowledge relevant for 
the appreciation of different techniques of foregrounding. 
This like and dislike of the language usage in the advertisements will in 
tum be related to whether P3 will feel better about the company, and most important 
of all, whether they want to go and buy the advertised product (which is something 
that P1 and P2 will want to have achieved). The effect of language on the expressed 
intention to buy the advertised product can be viewed as the function of language in 
working towards the completion of the communication process. This is because, the 
preference of linguistic element is related to moving on to Stage II (the optional stage 
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of giving response, see Chapter 3，section 3.1.2.) in the communicative event of 
advertising. Although this Stage II of the communication process in advertising, as 
mentioned in Chapter 3，is an optional one but is most desired by P1 and P2. 
The attitudes ofP3 towards the use of the English advertisements in the 
setting of Chinese magazines is another focus of the study. This difference in the 
attitudes has to do with P3, but only female P3 in relation to P3's experience of 
studying abroad. This interaction is a very important factor in relation to whether they 
want to have English advertisements in Chinese magazines. Such difference is very 
likely to be an indicator of a difference in the cultural background o fP3 . It is also 
found that the educational levels of female P3 (but not males) may be another factor in 
relation to the like and dislike of code switching of advertisements in Chinese 
magazines. In other words, from the preference of the readers on the setting of the 
advertisements, one may gain some information about the readers' social status. 
However, the factor of studying abroad tends to have a stronger influence than the 
educational difference on female subjects' preference of using English advertisements 
in Chinese magazines. 
All these findings enable the researcher to see more clearly how the 
changes in just one component (Participants) are likely to affect the whole 
communication in the communicative event of advertising and its impression upon the 
different groups of P3. One can see why different people may have different 
interpretations of the same event. 
These findings contain certain messages for the different parties of 
participants in the communicative event (P 1 is the company, P2 is the copywriter and 
P3 the readers) who may find them useful. These messages will be discussed in the 
section that follows. Generally speaking, this study, besides giving some detail on the 
communicative event of advertising as a whole, also provides insight into how 
communication in this event can be improved. 
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8.2. Implications 
8.2.1. For Copywriters 
The findings in this study can be used as some guidelines for 
copywriters to follow when they create advertisements. It should be remembered that 
some local copywriters reported not having any specific rules to follow while writing 
the advertisements. What this study has found is that different groups of participants 
may prefer different kinds of techniques of foregrounding. Such information can serve 
as a reference for the copywriters whenever they need to create an advertisement for a 
particular group of participants. The notion of creating an advertisement which is 
preferred by the readers (in terms ofboth the linguistics and non-linguistic elements) is 
a very important issue because it is discovered that different groups ofparticipants may 
favour different techniques of foregrounding, and such preference is highly likely to be 
directly related to whether the readers will buy the product and also to their impression 
of the company. All these have all along been related to the ultimate goal of an 
advertisement. In other words, taking into consideration the readers' preference is 
likely to make the advertisement more successful. The success of an advertisement, 
from the point of view of the copywriters will be whether the advertisement can drive 
the readers to buy the advertised product. What the findings here suggest is that such a 
success can be achieved through careful observations on the preference for the 
language usage of the readers and to the adoption of such language usage in the 
advertisements. 
The findings with reference to the subjects' understanding of the 
advertisements suggest that such understanding may be different for different groups 
of participants. This can also be used as a reference for copywriters when they are 
designing advertisements for different groups of readers. The copywriters have to be 
very careful with the choice of words / phrases, because the different degrees of 
difficulties of the words / phrases are likely to be related to the understanding of them 
by the readers. I f the language usage in an advertisement is not going to be 
understood by the readers, that will imply an unsuccessful communication between the 
P1 / P2 and P3. This may be the thing that the copywriters will least want to happen. 
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Advertising clearly reflects the society. One example in this study is 
related to the preference of the techniques of foregrounding used in the 
advertisements. Since the preference of certain techniques of foregrounding are found 
to be related to the different social backgrounds of the subjects, from the readers' 
preference for the advertisements, one may be able to infer some knowledge about the 
subjects' social backgrounds (such as linguistic competence and educational levels). 
This may be similar to the case when people from different social classes are 
consciously aware of their differences in accent (Labov, 1973). From the accents of 
the speaker, one can often distinguish the social class he or she belongs to. I f the 
readers are conscious of such linguistic differences, perhaps, the copywriters have to 
pay special attention to see what kind oflanguage usage in advertisements best "suits" 
their readers. I f a particular class of readers will prefer a particular kind of language 
form, for instance, what is shown in this study is that the preference for repetition is 
related to social class, it may be wise and beneficial for copywriters to adopt such a 
linguistic representation in their advertisements. 
The importance of the role of language in successftil advertising has 
been confirmed in this study. There is a strong dependency relationship with the 
subjects' feelings towards the advertisement and their expressed intentions to buy the 
product after reading the advertisement. It is likely that these findings can be 
generalised to situations where the advertisements are found in media like radio in 
which the linguistic element is usually the sole element (in some cases, the linguistic 
element may be accompanied by some sound effects) which is responsible for bringing 
out the messages. I f the findings in this study are extended to these radio 
advertisements, it is clear that the linguistic element has to be handled with extreme 
care. The reason is that in magazine advertisements where there are non-linguistic 
elements which share similar functions with language, if language is not preferred by 
the readers, it will still be possible that (although less likely) that the readers may 
intend to buy the advertised product and feel better about the company because they 
like the non-linguistic elements. However, in the case of radio advertisements where 
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there is only a linguistic element, inappropriate language usage is likely to cause 
undesirable effects on the advertisements which may include affecting the sales of the 
product and also the image of the company. What is implied here is that no matter 
whether the advertisement is for the written channel (magazines, newspapers, etc.), or 
other media such as t.v. or radio, the linguistic element will be very important and will 
deserve special attention and treatment. This will be particularly true for 
advertisements on radio where the linguistic element is playing a much more prominent 
role than the linguistic element in advertisements that go together with the 
non-linguistic elements. 
8.2.2. For Readers 
The findings with reference to the interpretations of the advertisements 
may suggest that the advertisers had paid a lot of effort in the design of the 
advertisements. Indeed, the readers are invited to read the advertisements in a more 
critical way in order to appreciate these efforts. The understanding of the 
advertisements by the readers suggest that there are quite a number of advertisements 
which the readers have difficulties in arriving at the intended messages. From the 
communication point of view, this may be quite disappointing because the 
communication process between the copywriters and the readers is not a satisfactory 
one. Both copywriters and readers are responsible for improving the communication 
between them. What the copywriters can do has already been discussed in 8.2.1.. For 
the readers, there is a need to read the advertisements in a more analytical way. 
There is another reason the readers should read the advertisements 
critically. Since it has been found that the preference for an advertisements is related 
to the readers' intentions to buy the advertised product, reading an advertisement 
critically may affect the readers' preference for the advertisement, which in turn may 
afFect their intentions to purchase the product. 
Generally speaking, when reading an advertisement, there are a few 
things that the readers can look for. Firstly, the intended message which may be 
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embedded with the use of some techniques of foregrounding such as puns and 
metaphors. In some cases, the non-linguistic element can be cues for deriving the 
intended messages. Secondly, one can look for the different techniques of 
foregrounding used in the advertisement and try to appreciate them. 
8.2.3. For Language Teachers 
Advertisements can also have academic value if language teachers can 
use them as teaching materials especially when there is a trend to use authentic 
materials for language teaching. The advantage is that language learners may find it 
more interesting and motivating with the help of authentic materials. There may also 
be another need to teach language learners to read advertisements because language in 
advertising belongs to the field of language for specific purpose. A good language 
learner should be able to communicate in all sorts of situations that includes informal 
ones like advertisements. 
From language teaching perspective, advertisements can be used in 
fields like semantics which focus on the study of embedded meanings. The teaching of 
language appreciation may also be another area where advertisements can be used 
(with reference to the different "treatments" towards language). 
8.3. Recommendations for further research studies 
Taking the ethnography of communication approach which believes that 
a difference in culture is very likely to afFect the interpretation of the same 
communicative event, the findings gathered in this study can be used as the basis for 
cross cultural studies. In this particular study, the cultural difference in the subjects is 
controlled since only local subjects are looked at. However, some of the data in this 
study show that native speakers and non-native speakers do differ at least in the 
interpretations of advertisements (for instance, the example of "In This Year" and 
"Out This Year", see Chapter 7, 7.1.). This finding will be a very good beginning for 
further research studies to be done along this line. One suggestion is to look at the 
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native speakers of English living in and out of Hong Kong. These two groups will be 
ideal subjects to compare with the subjects in the present study. For the former group, 
they have the linguistic knowledge and also specific cultural knowledge (the two types 
of knowledge necessary for communication) in order to understand English 
advertisements in Hong Kong. For the latter group, they may have the linguistic 
knowledge but not the specific cultural knowledge to understand such advertisements. 
Comparing results from these studies with this present one may give some ideas of 
how a difference in linguistic proficiency, culture (which implies a difference in cultural 
knowledge), and also a difference in other shared common knowledge are likely to 
affect the findings, in relation to the interpretations of advertisements, the preference 
of techniques of foregrounding, and the different fonctions of language in advertising. 
Researchers interested in cultural studies are likely to gain insights through these 
comparisons. 
The scope of the readers' attitudes towards the setting (Chinese 
magazines) ofthe English advertisements has revealed some interesting findings which 
can be extended in future research studies. This study shows that the interaction of 
gender and experience of studying abroad are related to a difference in the readers' 
attitudes on this issue. In this case, it is likely that a difference in culture (exposure to 
different cultures) will lead to a difference in attitudes towards code switching. What 
makes this more interesting is that such a difference can only be found in female 
subjects. This may be of interest to those researchers who take the ethnography of 
communication point ofview because they will always want to study how people may 
differ in the interpretation of the same communicative event, and to relate such a 
difference to a difference in the cultural background (which may involve some other 
social factors like gender) of the readers. It is hoped that this present study can be 
used as stepping stone for these future research studies, which in turn can result in 
some more insightRil findings for the communicative event of advertising from the 
ethnography of communication point of view. 
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: i • 
A p p e n d i x II 
The telephone rings, A picks up the phone. 
A: Hello. 
B: Hello. May I speak to C 
A: Sorry, she is out. Would you like to leave any message? 
B: No thanks. Perhaps I'll call her later. Thank you. 
A: You're welcome. Bye. 
B: Bye. 
A hangs up the phone. 
Here is an example of a communicative event which is used to illustrate how an event 
can be broken down into different components. This is just a made-up conversation 
(but the idea is from Saville-Troike) but analysed in terms of Saville-Troike's model. 
The genre is a telephone conversation. There are two participants, they are A and B. 
The Setting is not so implicit here, it may be in the homes of both A and B, but 
definitely, it would be in the places where the telephones are. The code that is used 
here is English and the channel is a verbal one, that is in spoken form. The purpose of 
this communicative event is A trying to look for C and wants to speak to her through 
the phone. The topic for this communicative event is not known because B does not 
have a chance to talk to C. The key is a casual one, it is neither formal nor serious, but 
just an ordinary and typical telephone call. The Act Sequence is as follows: first it 
begins with the ringing of the telephone, A as the receiver has to pick up the phone in 
order to start the conversation, then this is followed by greetings from both parties; 
then B states his purpose for calling. As C is not around, Ajust asks i fB would like 
to leave any messages; after failing to find C, B just closes the conversation by saying 
that he will call again later. As for the rules for interaction, both A and B should 
understand that it should be B who states clearly his intention for calling, but not A 
asking what B wants. In this communicative event, when A asks if B would like to 
leave a message, i fB does not give his identity, perhaps it would give A the impression 
that B is not willing to tell her who he is, and this may imply that B has something that 
is very personal for C and which he does not want anybody to know it. This is related 
1 7 5 
to the norms of interpretation. Usually, if someone is asked a similar question, if it is 
not something that is too personal, in most cases, the person will leave his name 
although it is optional whether to leave any messages behind even though there is 
nothing personal. 
The Ethnography of Communication analysis does not stop here. As 
this approach is interested in finding out how the different components interact with 
each other, it is beHeved that any changes in any of the factors is Kkely to result in 
different interpretations of the event. For example, a difference in the gender of the 
participants is going to offer us more than one interpretation of this short conversation. 
K C is the daughter o fB (a man of the older generation), and A is a young female of 
the same age as C, then her refusal to leave her name and message may be interpreted 
by B as it is nothing serious for A calling C. However, i f A is a young male, perhaps, 
B may interpret the reluctance to leave his name as not wanting B to know who he is 
for some reasons. Changes with other elements may again result in different 
interpretations. To give one more example, if A calls in the middle of the night, it 
might suggest that A has reasons to call for C, but not leaving his / her name is a sign 
of not wanting B to know too much. I f this call is made in the other time of the day, 
perhaps B might not get the same interpretation! 
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Publication of the advertisement Publication of the advertisement 
i V 
Response Response 
Fig. 1. The different points of views of the onset and offset of advertising. 
Communicator ^ ^ A 
V 
Message (Stage II: direct or indirect response) 
A 
V 
Reader > (Stage I: attending the advertisement) 
Fig. 2. The communication process in advertising. 
1 7 7 
Participants! ^ ~ ^ 1 Setting| 
„ 7 > 1 
. . . - - , V 
门 / \ / > _ , 
Genre \ / \ / Channel 
s^ , \ / v ^ 
\ Norms of \ / / Rules of 
\ Interpretation \ / / lnteraction| 
二 \ 乂 \ / / Function \ Key \ / / 
<\\ \'// 
“ 
C o d e 
> indicating direct influence 
.....—...........> indicating indirect influence 
Fig.3. The interactions of the different components that make up the communicative 
event of advertising. 
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Section I 
Please look at the advertisements and rate them along the scale in terms of the aspects specified by circling or ticking the answers. 
Ad 1. 
1.1 fmd this advertisement: 2.1 find the kuiguage: 3.1 find the pictures: 
a) attractive unattractive a) attractive unattractive a) attractive unattractive 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
b) interesting boring b) interesting boring b) interesting boring 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
c) offensive pleasing c) offensive pleasing c) offensive pleasing 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
d) uninspiring impressive d) uninspiring impressive d) uninspiring impressive 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
e) creative unimaginative e) creative unimaginative e) creative unimaginative 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
f) ineffective effective f) ineffective effective f) ineffective effective 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
4. What attracts your attention first? (please tick only one) 
Picture 
Language (please specify which word or phrases ) 
others Qjlease specify) 
5. Would you like to buy the company's product after reading this advertisement? Yes No 
6 Your feeling about the company after reading the advertisement is: better worse 
1 2 3 4 5 
7. What do you think the following word(s) / phrase(s) mean in the advertisement 




1.1 fmd this advertisement: 2.1 find the language: 3.1 fmd the pictures: 
a) attractive unattractive a) attractive unattractive a) attractive unattractive 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
b) interesting boring b) interesting boring b) interesting boring 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
c) offensive pleasing c) offensive pleasing c) offensive pleasing 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
d) uninspiring impressive d) uninspiring impressive d) uninspiring impressive 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
e) creative unimaginative e) creative unimaginative e) creative unimaginative 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
f) ineffective effective f) ineffective effective f) ineffective effective 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
4. What attracts your attention first? (please tick only one) 
Picture 
Language Q>lease specify which word or phrases ) 
others (please specify) 
5. Would you like to buy the company's product after reading this advertisement? Yes No 
6 Your feeling about the company after reading the advertisement is: better worse 
1 2 3 4 5 
! 7 What do you think the following word(s) / phrase(s) mean in the advertisement. 





1.1 find this advertisement: 2,1 find the language: 3.1 find the pictures: 
a) attractive unattractive a) attractive unattractive a) attractive unattractive 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
b) interesting boring b) interesting boring b) interesting boring 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
c) offensive pleasing c) offensive pleasing c) offensive pleasing 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
d) uninspiring impressive d) uninspiring impressive d) uninspiring impressive 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
e) creative unimaginative e) creative unimaginative e) creative unimaginative 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
f) ineffective effective f) ineffective effective f) ineffective effective 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
4. What attracts your attention first? (please tick only one) 
Picture 
Language (please specify which word or phrases ) 
others (please specify) 
5. Would you like to buy the company's product after reading this advertisement? Yes No 
6 Your feeling about the company after reading the advertisement is: better worse 
1 2 3 4 5 
7. What do you think the following word(s) / phrase(s) mean in the advertisement. 
(You can answer in Chinese or English) 
Language: 
Ad4. 
1.1 find this advertisement: 2. I find the language: 3. I find the pictures: 
a) attractive unattractive a) attractive unattractive a) attractive unattractive 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
b) interesting boring b) interesting boring b) interesting boring 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
c) offensive pleasing c) offensive pleasing c) ofifensive pleasing 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
d) uninspiring impressive d) uninspiring impressive d) uninspiring impressive 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
e) creative unimaginative e) creative unimaginative e) creative unimaginative 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
f) ineffective effective f) ineffective effective f) ineffective effective 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
4. What attracts your attention first? (pleasetickonlyone) 
Picture 
Language Qjlease specify which word or phrases ) 
others Q)lease specify) 
5. Would you like to buy the company's product after reading this advertisement? Yes No 
6 Your feeling about the company after reading the advertisement is: better worse 
“ 1 2 3 4 5 
7 What do you think, the following word(s) / phrase(s) mean in the advertisement 
(You can answer in Chinese or English) 




1.1 find this advertisement: 2.1 find the language: 3.1 find the pictures： 
a) attractive unattractive a) attractive unattractive a) attractive unattractive 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
b) interesting boring b) interesting boring b) interesting boring 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
c) offensive pleasing c) offensive pleasing c) offensive pleasing 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
d) uninspiring impressive d) uninspiring impressive d) uninspiring impressive 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
e) creative unimaginative e) creative unimaginative e) creative unimaginative 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
f) ineffective effective f) ineffective effective f) ineffective effective 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
4. What attracts your attention first? Q)lease tick only one) 
Picture 
Language Qjlease specify which word or phrases ) 
others (please specify) 
5. Would you like to buy the company's product after reading this advertisement? Yes No 
6. Your feeling about the company after reading the advertisement is: better worse 
1 2 3 4 5 
7. What do you think the following word(s) / phrase(s) mean in the advertisement 
(You can answer in Chinese or English) 
Brain Wash: 
Ad6. 
1. I find this advertisement: 2. I find the language: 3.1 find the pictures: 
a) attractive unattractive a) attractive unattractive a) attractive unattractive 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
b) interesting boring b) interesting boring b) interesting boring 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
c) offensive pleasing c) offensive pleasing c) offensive pleasing 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
d) uninspiring impressive d) uninspiring impressive d) uninspiring impressive 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
e) creative unimaginative e) creative unimaginative e) creative unimaginative 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
f) ineffective effective f) ineffective effective f) ineffective effective 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
4. What attracts your attention first? (please tick only one) 
Picture 
Language (please specify which word or phrases ) 
others (j)kase specify) 
5. Would you like to buy the company's product after reading this advertisement? Yes No 
6 Your feeling about the company after reading the advertisement is: better worse 
‘ 1 2 3 4 5 
7. What do you think the following word(s) / phrase(s) mean in the advertisement 





1.1 find this advertisement: 2.1 find the language: 3.1 find the pictures: 
a) attractive unattractive a) attractive unattractive a) attractive unattractive 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
b) interesting boring b) interesting boring b) interesting boring 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
c) offensive pleasing c) offensive pleasing c) offensive pleasing 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
d) uninspiring impressive d) uninspiring impressive d) uninspiring impressive 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
e) creative unimaginative e) creative unimaginative e) creative unimaginative 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
f) ineffective effective f) ineffective effective f) ineffective effective 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
4. What attracts your attention first? (please tick only one) 
Picture 
Language (please specify which word or phrases ) 
others Qjlease specify) 
5. Would you like to buy the company's product after reading this advertisement? Yes No 
6 Your feeling about the company after reading the advertisement is: better worse 
1 2 3 4 5 
7. What do you think the following word(s) / phrase(s) mean in the advertisement. 




1.1 find this advertisement: 2.1 find the language: 3. I find the pictures: 
a) attractive unattractive a) attractive unattractive a) attractive unattractive 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
b) interesting boring b) interesting boring b) interesting boring 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
c) offensive pleasing c) offensive pleasing c) offensive pleasing 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
d) uninspiring impressive d) uninspiring impressive d) uninspiring impressive 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
e) creative unimaginative e) creative unimaginative e) creative unimaginative 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
f) ineffective effective f) ineffective effective f) ineffective effective 
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5 
4. What attracts your attention first? (pleasetickonlyone) 
Picture 
Language (please specify which word or phrases ) 
others Q)lease specify) 
5. Would you like to buy the company's product after reading this advertisement? Yes No 
6 Your feeling about the company after reading the advertisement is: better worse 
“ 1 2 3 4 5 
7. What do you think the following word(s) / phrase(s) mean in the advertisement 
J (You can answer in Chinese or English) 
' bi this Year: 
Out this Year: 
丨 1 9 2 
Section II 
Here are some texts ^leadlines) taken from the advertisements. Please rate them according to the scale specified. 
(i) Once again, it's time to revel in beauty of a new season. 
Spring brings renewed hope, new desires, new resolutions. 
Spring is the moment for revitalisation and renewal, a brand new start and great new looks, (clothing) 
1.1 find phrase (i): 
a) attractive unattractive 
1 2 3 4 5 
b) interesting boring 
1 2 3 4 5 
c) offensive pleasing 
1 2 3 4 5 
d) uninspiring impressive 
1 2 3 4 5 
e) creative unimaginative 
1 2 3 4 5 
f) ineffective effective 
1 2 3 4 5 
2. Would you like to buy the product after reading phrase (i)? Yes No 
3. My feeling about the company after reading phrase (i) is: better worse 
1 2 3 4 5 
(ii) The matte look, (jewelle17) 
1.1 fmd phrase (ii): 
a) attractive unattractive 
1 2 3 4 5 
b) interesting boring 
1 2 3 4 5 
c) offensive pleasing 
1 2 3 4 5 
d) uninspiring impressive 
1 2 3 4 5 
e) creative unimaginative 
1 2 3 4 5 
f) ineffective effective 
1 2 3 4 5 
2. Would you like to buy the product after reading phrase (ii)? Yes No 
3. My feeling about the company after reading phrase (ii) is: better worse 
193 
(iii). Be you. Be kind. Be true. Be good, (cigarettes) 
1.1 find phrase (iii): 
a) attractive unattractive 
1 2 3 4 5 
b) interesting boring 
1 2 3 4 5 
c) offensive pleasing 
1 2 3 4 5 
d) uninspiring impressive 
1 2 3 4 5 
e) creative unimaginative 
1 2 3 4 5 
f) ineffective effective 
1 2 3 4 5 
2. Would you like to buy the product after reading phrase (iii)? Yes No 
3. My feeling about the company after reading phrase (iii) is: better worse 
1 2 3 4 5 
(iv) outstanding style, exceptional value (shoes) 
1.1 find phrase (iv): 
a) attractive unattractive 
1 2 3 4 5 
b) interesting boring 
1 2 3 4 5 
c) offensive pleasing 
1 2 3 4 5 
d) uninspiring impressive 
1 2 3 4 5 
e) creative unimaginative 
1 2 3 4 5 
f) ineffective effective 
1 2 3 4 5 
2. Would you like to buy the product after reading phrase (iv)? Yes No 
3. My feeling about the company after reading phrase (iv) is: better worse 
1 2 3 4 5 
194 
(v) Gentlemen may well have preferred blondes but blondes preferred something else entirely, (clothing) 
1.1 fmd phrase (v): 
a) attractive unattractive 
1 2 3 4 5 
b) interesting boring 
1 2 3 4 5 
c) offensive pleasing 
1 2 3 4 5 
d) uninspiring impressive 
1 2 3 4 5 
e) creative unimaginative 
1 2 3 4 5 
f) ineffective effective 
1 2 3 4 5 
2. Would you like to buy the product after reading phrase (v)? Yes No 
3. My feeling about the company after reading phrase (v) is: better worse 
(vi) Shockproof. Splashproof. Priceproof. Boreproof. (watches) 
1.1 fmd phrase (vi): 
a) attractive unattractive 
1 2 3 4 5 
b) interesting boring 
1 2 3 4 5 
c) offensive pleasing 
1 2 3 4 5 
d) uninspiring impressive 
1 2 3 4 5 
e) creative unimaginative 
1 2 3 4 5 
f) ineffective effective 
1 2 3 4 5 
2. Would you like to buy the product after reading phrase (vi)? Yes No 
3. My feeling about the company after reading phrase (vi) is: ^ ^ = t t ^ ^ worse 
1 9 5 
.： 
(vii) Simple but Distinctive (bags) 
1.1 find phrase (vii): 
a) attractive unattractive 
1 2 3 4 5 
b) interesting boring 
1 2 3 4 5 
c) offensive pleasing 
1 2 3 4 5 
d) uninspiring impressive 
1 2 3 4 5 
e) creative unimaginative 
1 2 3 4 5 
f) inefifective effective 
1 2 3 4 5 
2. Would you like to buy the product after reading phrase (vii)? Yes No 
3. My feeling about the company after reading phrase (vii) is: better worse 
1 2 3 4 5 
(viii) Boredom isnt the only reason people keep looking at their watch. 
So different designs as many different colours. You'll have to keep looking it to remember which one you're wearing, 
(watches) 
1.1 fmd phrase (viii): 
a) attractive unattractive 
1 2 3 4 5 
b) interesting boring 
1 2 3 4 5 
c) offensive pleasing 
1 2 3 4 5 
d) uninspiring impressive 
1 2 3 4 5 
e) creative unimaginative 
1 2 3 4 5 
f) ineffective effective 
1 2 3 4 5 
2. Would you like to buy the product after reading phrase (viii)? Yes No 
3. My feeling about the company after reading phrase (viii) is: better worse 
1 2 3 4 5 
196 
(ix) Break free from formal O^ags) 
1.1 find phrase (ix): 
a) attractive unattractive 
1 2 3 4 5 
b) interesting boring 
1 2 3 4 5 
c) offensive pleasing 
1 2 3 4 5 
d) uninspiring impressive 
1 2 3 4 5 
e) creative unimaginative 
1 2 3 4 5 
f) ineffective effective 
1 2 3 4 5 
2. Would you like to buy the product after reading phrase (ix)? Yes No 
3. My feeling about the company after reading phrase (ix) is: better worse 
1 2 3 4 5 
(x) No man has ever built a tougher case. 
No case comes tougher, just more expensive. (suitcase) 
1.1 find phrase (x): 
a) attractive unattractive 
1 2 3 4 5 
b) interesting boring 
1 2 3 4 5 
c) offensive pleasing 
1 2 3 4 5 
d) uninspiring impressive 
1 2 3 4 5 
e) creative unimaginative 
1 2 3 4 5 
f) ineffective effective 
1 2 3 4 5 
2. Would you like to buy the product after reading phrase (x)? Yes No 
3. My feeling about the company after reading phrase (x) is: better worse 
1 2 3 4 5 
1 9 7 
(xi) Living is ... finding the ways ofbeating the traffic, (clothing) 
1.1 find phrase (xi): 
a) attractive unattractive 
1 2 3 4 5 
b) interesting boring 
1 2 3 4 5 
c) offensive pleasing 
1 2 3 4 5 
d) uninspiring impressive 
1 2 3 4 5 
e) creative unimaginative 
1 2 3 4 5 
f) ineffective effective 
1 2 3 4 5 
2. Would you like to buy the product after reading phrase (xi)? Yes No 
3. My feeling about the company after reading phrase (xi) is: better worse 






1. Age: under25 25-30 3040 
2. Sex: M F 
3. Occupation: 
4. Education 0:iighest qualification attained) Form 5 Form 6-7 
Graduate Postgraduate 
(Lfyou are currently a student, please specify which level you are now studying: ) 
5. Have you ever taken any English Literature courses before? 
No 1-2 courses 3-5 courses more than 5 
6. What is your examination result for English in HKCEE and/or HKAL? 
HKCEE HKAL 
7. Do you use English in yourjob? No Yes 





9. Do you watch English TV programmes? No Yes 
10. If yes, what kind of programmes do you usually watch? 
News Documentary Series Movies Others Q)lease specify) 
11. How much time do you spend on watching English programmes every week? hrs 
12. Do you read advertisements? Yes No 
13. How often do you read English advertisements? 
Always Sometimes Seldom Never 
14. Do you use English (not mixing with Cantonese) at home? No Yes 
15. I f yes, do you use English with your: 
Parents: NA (Not Applicable) Always Sometimes Seldom Never 
Children: NA Always Sometimes Seldom Never 
Other family members: NA Always Sometimes Seldom Never 
16. Do you use English with your Chinese friends? No Yes 
17. tfyes, do you use English with them in terms of: 
Writing: Always Sometimes Seldom Never 
Speaking: Always Sometimes Seldom Never 
18. Have you ever studied abroad? No Yes Qjlease specify which ccuntry: ) 
19. What is your attitude towards the presence ofEngIish advertisements in Chinese magazines? 
Favouring Against 
1 2 3 4 5 
All information collected is being used as part of an ACADEMIC THESIS, all the personal particulars will REMA IN STRICTLY 
CONFIDENTLU. . 
Would you be interested in helping us in a follow-up interview, please write down your name and telephone number. Tear this part and 
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Table 2 Mid-Year Population Projections 
(Cont'd) by 
Age Group and Sex 
1995 
Age Group Male Female Total 
('000) % ('000) % ('000) % 
i 
0- 4 161.6 5.5 150.9 5.2 312 5 5 3 1 
‘ i 
5- 9 190.0 6.4 175.1 6.1 365.1 6.2 | 
10-14 214.0 7.2 197.4 6.8 411.4 7 0 \ 
i 
15-19 203.0 6.8 186.7 6.5 389.7 6.7 j 
2 0 - 2 4 215.0 7.3 224.8 7.8 439.8 7.5 j 
2 5 - 2 9 2 4 1 . 4 8 . 1 2 7 2 . 1 9 . 4 5 1 3 . 5 8 . 8 ！ 
30-34 303.7 10.2 313.4 10.9 617.1 10.5 :: 
� ‘ i 
35-39 309.8 10.5 298.1 10.3 607.9 10.4 | 
4 0 - 4 4 2 5 4 . 1 8 . 6 2 3 3 . 1 8 . 1 4 8 7 . 2 8 . 3 ； 
45-49 206.7 7.0 178.1 6.2 384.8 6.6 • 
^ 
50-54 131.1 4.4 104.7 3.6 235.8 4.0 | 
55—59 136.9 4.6 114.0 3.9 250.9 4.3 | 
60-64 130.7 4.4 117.7 4.1 248.4 4.2 | 
I 
65-69 109.0 3.7 107.5 3.7 216.5 3.7 | 
} 
70-74 75.2 2.5 86.0 3.0 1 6 1 . 2 2.8 , | 
7 5 - 7 9 4 7 . 4 1 . 6 6 1 . 9 2 . 1 1 0 9 . 3 1 . 9 ； 
80-84 2 4 . 8 0.8 3 9 . 4 1.4 6 4 . 2 1.1 
85&over 1 0 . 0 0.3 2 6 . 9 0.9 36.9 0.6 
Total 2 964.4 100.0 2 887.8 100.0 5 852.2 100.0 
Fig. 5a. Mid-Year Population Projections for 1995. 
Source: Hong Kong Population Projections 1992-2011 
I Census and Statistics Department 
丨 2 0 1 
i 
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(b) Age and sex structure of the population by activity status 
( 乙 ） 按 經 濟 活 動 身 份 劃 分 的 人 口 年 齡 及 性 別 結 溝 
i 
A g e g r o u p A g e g r o u p 1 
年 齡 組 別 1976 年 齡 組 別 iggi I 
®+1 U so>-r~~~~~.., 
75-。- : : : : : ； i T : : ： ： ： /5.9- r^H : : : : : I 職-::_^t: : J J , ： ;f^ f^i|^ : ,o>7“ ： ;Male' ' _ n ^ ： :Female: = 
軸-；：男性：. , j u n ：.女性 . 贴 - ‘ ‘男性.•‘ d\丨|:；女性： 
_ - ’ . . . .1 i^M 1. . . . , eo^- : : : ； r^h~"n . . . . 
=^-^- ： ： ： ： rr>]^i I ： ； ： ： 3^ - ； ； . • i'[y^:a • ‘ •‘: 
•- : : : f ^ 3 Z j : ： ； . . . - . . : : 场 ^ ‘ ： ： ： 
- : ; : 糊 ； . ; : ; . . - : : : 機 织 : ; : ; 
::::驛_::: : : ^ ^ ^ ^ f e : ;i : 
:i 邏 仏 : : ： ： : ' ^ S ^ B ： 
: r ^ M & n i : ：  ^ ¾ ¾ ^ ‘ ： 丨 . 
1 叫 - ~ ~ 1 0 - . 4 - . . . ~ ~ - - ^ ^ : : : 
I 5^- ： ：| I 5^- _ . ：： 
I °一 ； ： 丨 . . . ~ r • . W— •‘ : ：| r^  ； ： ； 
丨 ‘ ‘ ‘ I ‘ ‘ ‘ I I 丨 I i . I � 丨 | i I , , I , 
1 ‘ ‘ ’ \' ‘ 0 I 2 3 . s 5 1 ； S 5 . 3 a , 0 , a ；；； 
/c of tota l p o p u l a t i o n % of to ta l p o p u l a t i o n 
佔 總 入 口 百 分 比 佔 總 入 口 百 分 比 
丨 _ 1 Economically active population , ~ ~ , Economically inactive popuiation 
_ 1 從 事 經 濟 活 動 人 口 0 非 從 事 經 濟 活 動 人 口 
Source : Reports on Population Censuses, Census and Statistics Department 
資 科 來 源 ： 政 府 統 計 處 人 口 普 査 報 告 。 • 
Fig. 5b. Age and Sex Structure of the population by activity status. 
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